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Scheuer Presents 


PATENTED ONE-PIECE PLASTIC FORMS 


We offer a group of unique one-piece plastic forms that have tremendous 
display possibilities. They have been patented and are exclusively manu- 
factured by our organization. 

These beautiful forms are chip proof. washable. light in weight. and are 
ideal for many unusual display effects. in addition to the many regular 
uses of such forms. Fill them with colored water as contrast to garments. 





use them for flowers or plant life. or as an unusual fish bowl. The 
transparency of the material will show sheerness of cloth when 
lighted from — inside. Also. any 


women's apparel can be displayed on 
these forms. 





No. 8-94 Blouse or Sweater Form—Made of one piece, full round, 
24” high, with 7” Stained Oak Base. 

No. 8-94X Blouse or Sweater Form —Same as above. With sealed bottom 
to hold water for cut flowers or other decorations. with 7” Stained 
Oak Base. 

No. 8-94XX Blouse or Sweater Form—Same as above. with open bottom 
and without base. For hanging purposes. 





hae : . eae : No. 8-93 Model Form—Made of One 
No. 8-95 Girdle Form—Made of one piece. Full round, 21” high. with re caren i ae afleng ; 
7” Stained Oak Base. Piece. full) round. 37 high. with 
No. 8-95X Girdle Form—Same as above, with sealed bottom to hold 9” Stained Oak Base. 
water for cut flowers or other decorations, with 7” Stained Oak Base. No. 8-93X Model Form—Same as above. 
No. 8-95XX Girdle Form—Same as above, with open bottom and without with sealed hottem to hold water for 


ase, , yi r.D "Doses, i a] 
base, for hanging purpose cut flowers or other decorations. with 


Our complete line will be on display 9” Stained Oak Base. 
SPRING MARKET WEEK: No. 8-93XX Model Form Same as 
; above, with open bottom and without 


Room 632. Hotel New Yorker. December 5-10 base. For hanging purposes. 


Nec. 





SCHEUER 


——_ 307 WEST 38 §T.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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HELP. that sale / 


at your store for these KEY EVENTS 


Be sure to have the best idea...Help that sale...the best displays cost less... They Sell More! 


@ Going South 
@ Winter Vacations 
@ White Sale Events 
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@ Sew and Save 







\ Bs 


. @ Valentine 
@ Democracy works here 





@® Easter Promotions 


- \ @ Fashion Showings 










WS . 
Cspopyt\ \ © Comuras for spring 
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(\\== \ @ Baby Week 
== @ Mother’s Day 





WAIT ... to see the Finest ever... Our men are now on the way... Write for date they show in your city 


NEW YORK MARKET WEEK 


Our Showing Rooms 740-741-742-743 
December 5th thru 10th 


HOTEL NEW YORKER 


W. L. STENSGAARD AND ASSOCIATES, INC. 


312 North Justine Street, Chicago 7, Illinois 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
ration and the members of your department. 


THE COVER 


This was one of a series of furniture displays by 
H. & S. Pogue Company, Cincinnati, in which were 
coordinated furniture, lamps, pictures, drapes and 
rugs. Called "Moderate Modern,” the merchandise 
is carried in something of the “open stock china” 
manner so additions can be bought next week or 


next year. W. S. Grover is display director for the 
store . . . (Color photograph by Ken Rarich, Cin- 
cinnati). 


OUR NEXT ISSUE 


A detailed article on the display research 
report to be given in New York City, Decem- 
ber 8, will be carried in the December issue 

. . marking the start of a continuing pro- 
gram of research which will be of inestimable 
value to display . . . Additional feature ar- 
ticles will help round out the concluding issue 
of the year... in the mail December 15. 
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Latest and greatest of Dot’s series of semi-annual Shows 





staged for the edification and amazement of 


the entire Visual Merchandising fraternity 
is this delightfully decorous Drama of Display... 


HIO Now Showing! You are cordially invited! 
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DOWN bars bue 


498 Seventh Avenue, New York 18 « Dot Williams, president 
Mary Brosnan Mannequins + Cyrille Steiner Fixtures 
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ZARIA DISPLAYS = 404 Sixth Ave., N.Y.C. 
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RADIANT GLASS FIBERS CO. 11 West 29 St.,N.Y.C. 
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GEM-PLAQUE® is cut in a multi-facet fashion, and comes in 12 different colors to 


give you shades and hues galore. 


Each GEM-PLAQUE® is 10 inches by 10% inches, is composed of 140 
plastic jewels, with invisible tacking holes in each of the four corners for mount- 
ing. Entirely suitable for sawing and cutting. Can be used for walls, flooring, 


panels, platforms, molding, center pieces, and in a multitude of other ways! 


GEM-PLAQUES* are packed 12 of a color to a box. See the complete line at 
Arrow Decorating & Fixtures Co., Philadelphia; James A. Cole Co., New 
York; Dazian’s, Inc., New York, Chicago, Boston, Los Angeles; Frankel 
Associates, New York; Garrison-Wagner, St. Louis; Kaplan 

Products & Textiles, New York; Maharam Fabric Corpo- 


ration, New York, Chicago. 


*U. S. Patent Pending 
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5925 BROADWAY * NEW YORK 63, N. Y. 
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One of America’s most 
authoritative display designers, Winston 
Jones has created an entirely new group of 


Coronet mannequins with fabulous lines. 


He designed them to wear the latest fashions 
perfectly. He created new contours, pro- 
portions, poses and make-up for these high- 
bosomed, thin waisted styles with back ac- 
cents. They are cleverly posed for use singly 
and for good composition when grouped. 
They are easy to use. All wigs are inter- 


changeable. Ears take earrings. 








SEE THEM AT 


N.Y, MARKET WEEK 
ROOM 708 


OR OUR SHOWROOMS 


DEC. 5- 10 


WRITE FOR PHOTOS 























THE DISPLAY EQUIPMENT CORPORATION 


[47 WEST 27TH STREET, 


WINSTON JONES 


Display Director of Franklin Simon 


creates fabulous lines 


& 
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CORONET 
Symbol of Quality 





Fabulous New Mannequins as 
shown in Franklin Simon Windows 


NEW YORE 38, WW. 
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SHOW CARD 
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ACE SHOW CARD COLORS are brilliant. 
free-flowing. opaque and non-bleeding. 
Will not rub or chip off. 

For many years they have been recog- 
nized by the Artist, Sign Writer and Dis- 
play Man as the standard of quality and 
now more than ever ACE is the Big Name 


in this field. 
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WATER PAINT 
PRODUCTS 


When your next work requires that 


something extra, try ACE. 








PRESCOTT PAINT COMPANY 


Oo CHURCH ST., NEW YORK 7 N.Y, 
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See ... Market Week Exhibit 
ROOM 739, Hotel New Yorker 


FREDERIC SHIPMAN STUDIOS 
512 Fifth Ave., New York 
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You are 
cordially 


invited... 
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piece de résistanee 


decor in black and white 


presented by beau monde 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 
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MANIKINS WITH MAGNETISM 





kKorreect-way displays. 
DIVISION OF AMERICAN FIXTURE & MANUFACTURING CO., SAINT LOUIS 3, MISSOURI 
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*There's always a grand welcome for you 


DISPLAY WORLD 


We'll be looking for you in our Display Room No. 550 
at THE HOTEL NEW YORKER (8th & 34th Street) 


reud 


at our Headquarters and Showrooms a stone's throw from 


Times Square at 130 West 46th Street! 





COME SEE what we have for you for Spring... 
Display Fabrics . . . Materials . . . Accessories 
with 1949's new look, in a riot of enchanting 
designs and colors to meet the most discerning 


taste! 


PROGRESSIVE 


“The House of Service” | My) 
De roy (ll 


MERCHANDISE 
PRESENTATION 












NEW YORK: 130 West 46th Street 
CHICAGO: 6 East Lele Street Xen 
LOS ANGELES: 1113 So. Los Angeles Street 


ST. LOUIS: 927 Century Building 








at "The Display Center of America." 


1 


NOTE PLEASE: They've just changed our room on us to No. 508! 
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Voice Of visual selling 


Speaking clearly and 
correctly to all shop- 
pers, signs today do a 
big selling job. Promo- 
tion at the Point-of- 
Contact is recognized 
by the top executives as 
one of the best media 


for increasing volume. 


Planning to remodel or 
expand your sign de- 
partment? Contact us. 
Our experienced staff 


is at your service. 


ON DISPLAY AT 
NRDGA CONVENTION 


Hotel Pennsylvania 
New York City 
Spaces 72 & 73 

January 10-14, 1949 


CALIFORNIA 
DISPLAY INDUSTRIES 
MARKET WEEK 


Hotel Biltmore, Los Angeles 
January 16-21, 1949 
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See a demonstration of the new Line-O-Scribe Sign Department Unit 


with professional printing for your Point-of-Contact selling. 


Effec- 


tively combines styles and sizes of type that uphold the quality of 
your merchandise and your store. 


THE MORGAN CO. 








3984 Avondale Ave., Chicago 41, Ill. 
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Complimentary Service 
Mail a card or letter to 
LEONARD HICKS, JR. 

& Associates 


522 SO. WABASH AVE. 


CHICAGO 5, ILL. 
Wabash 9045 — Teletype CG 648 
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Street A 
Christmas 





>F — 
ae This 


ot a mile on 
Famovu 


lights are 
this perfect Christmas 





Your GREAT 
Is READY... 


The Adler Jones Co. 


521 S. Wabash Ave., Chicago 5, 
lIl., HA-7-9624 


Botanical Decor. 
Supply 


31 S. Franklin St., Chicago 6, Ill., 
RA-6-3 144 


Cook & Meier 


159 N. Michigan Ave., Chicago 
1, Ill., AN-3-2662 


Crystal Fixture Co. 


226 S. Wabash Ave., Chicago 4, 
Ill., HA-7-8777 


L. A. Darling Co. 


222 W. Adams St., Chicago 64, Ill., 
FR-2-7967 
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CENTRAL DISPLAY MARKET 


DISPLAY WORLD 








For SPRING...For EASTER! 


Thousands of New Designs await your choosing. 
The Chicago Display Manufacturers have worked 
for months to bring you the finest array of Display 
Decoratives, Fixtures, Manikins, Papier Mache, 
Plaster, Flowers, Fabrics and Papers for your 
Spring and Easter Showings. 
index for your convenience. 


Dazian’s Inc. 


125 N. Wabash Ave., Chicago |, 
lll., ST-2-7928 


Garrison-Wagner Co. 


20 E. Congress St., Chicago 5, Ill., 
WA-2-708 | 


Earl W. Gasthoff Co. 


Chicago Off.: 180 W. Randolph 
St., Factory: Danville, Ill. 


Hecht Fixture Co. 


315 W. Quincy St., Chicago 6, Ill., 


FR-2-7885 


Kennedy - Michele 
Display Ine. 


58 W. Lake St., Chicago |, Ill., 


ST-2-3476 


Maharam Fabric Corp. 


6 E. Lake St., Chicago |, Ill., 
ST-2-6304 


See the listed 


Schack’s Inc. 


319 W. Van Buren St., Chicago 7, 
lll., HA-7-6986 


Silvestri Art Mfg. Co. 


710 W. Washington Blvd., Chi- 
cago 6, Ill., DE-2-2046 


W. L. Stensgaard & 
Associates, Inc. 


346 N. Justine St., Chicago 7, Ill., 
MO-6-0418 
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SELECT FLOWER AND DISPLAY COMPANY inc 


* Manufacturers Smprorlers Crealer... Overt 25 years f dipilay experience 
15-17 WEST 1€8h STREET @ NEW YORK It, es. 
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Display window of the Boston Store—Milwaukee, Dave Ostlund, Display Director... 
one of the many throughout the country whose displays feature Fabrics by Dazian’s. 
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ARE YOU IN A HURRY FOR YOUR (AWs/mas DISPLAY FABRICS? 


ARE YOU PLANNING AHEAD FOR YOUR Siting DISPLAY FABRICS? 


Whether your today’s thoughts are riding 
high on Santa’s Sleigh, or skitting about 
with Peter Rabbit, Dazian’s are on-the-spot 
to interpret your ideas with the right fabric. 
For your immediate needs or your future 
requirements, make it a point to call upon 


Dazian’s. We know we have what you're 





looking for. 


ZIAN'S: 


ESTABLISHED 1842 


The World's Largest Display Fabric Organization 


142 WEST 44th STREET, NEW YORK 18, N. Y. « 260 TREMONT STREET, BOSTON 16,MASS. 
125 NO. WABASH AVENUE, CHICAGO 2, 1LL. e 731 SO. HOPE STREET, LOS ANGELES 14, CAL. 
630 BOOK BUILDING, DETROIT 26, MICH. 
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Fashion Figures 


keynoted to personalize 





your windows 


From the new 


BAL MORALL 


collection 
featured in the NOV. 
Retail Trade Edition 


of VOGUE 


at our showrooms 
236 west 40th st., n. y. ¢. 


a product of magnani mannequin co. 
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FOR THE EXCITING TOUCH THAT CREATES SALES 


SYLVANIA BIRDSEYE REFLECTOR LAMPS! 


Sylvania Birdseye Spotlite throws a fairly con- 
centrated light beam that feathers away in soft 





diffusion —excellent for primary lighting while 
using Sylvania’s Super Spot on special items. 

Sylvania Reflector Lamps have a brilliant re- 
flecting surface — hermetically sealed-in for pro- 
tection against dimming by dust. 





Sylvania Birdseye Super Spot is designed to pro- 
vide a highly concentrated beam especially useful 
in highlighting a single object in a display. It may 
be used individually in store windows or interior 
displays, or it may be used in groups or lines to 
illuminate counters and larger display pieces. 
Made in 4 sizes from 100 to 300 watts inclusive. 





Sylvania Birdseye Floodlive has a heavily frosted 
bulb which provides the wider beam so perfect 
for all-over window illumination. The inside- 
sealed reflectors on Sylvania Birdseye Lamps give 
higher levels of illumination ...more light on 
merchandise without overloading. 





Sylvania Birdseye Concentrator can be widely 
used in combination with the Spotlites for essen- 
tial background lighting of window displays. 
Filament placement of all Sylvania Birdseye 
Reflector Lamps is optically correct, which as- 


sures concentration of light beams where desired. 





Sylvania Birdseye Tubular Lamps are designed 
for high-intensity local lighting. They contain 
internal reflectors, use special bulbs with light 
frosting, and are equipped with special spring 
contact bases to allow light to be directed exactly 
where needed. Ideal for show-case lighting, too. 











WITHOUT ALTERATIONS! ... WITHOUT EXTRA FIXTURES! 


For more details about these outstanding lamps write: 
Sylvania Electric Products Inc., Lighting Division, 213 Derby St., Salem, Mass. 


SYIWANIA#? ELECTRIC 


LIGHT BULBS; FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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MARKET WEEK AHEAD! 


NEW YORK is the Place! 

















Write for your Invitations 


to the NADI 


Visual Merchandising Research 
Presentation 


At the Hotel New Yorker, Dec. 8th 
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DECORATIVE PLANT CORP. * 


‘136 WEST 24th STREET, NEW YORK II, N. Y4 
eee WAtkins 4-4405 
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Mileo 


MANNEQUINS 


’ Give doublevalue “ 
because of triple action! 
















You put three women in your window with one Mileo 
Mannequin—the Sports Spectator, the Business Woman, 


the Theatre-goer. 


Mileo Mannequins are at home in any setting, so versa- 
tile are the figures. The very same mannequin that shows 
sportswear to advantage is equally at home in Afternoon 
or Evening Wear . . . in serene domesticity or slinky 


sophistication. 


There’s a completely new line ot Mileo Mannequins — 
see them at the Hotel New Yorker during Market Week. 
The fine, sculptured contours bring out the lines of any 


garment. 


MILEO MANNEQUINS 


7 WEST 36th STREET NEW YORK 18, N. Y. 
Since 1900 
JUST OFF FIFTH AVENUE 


Midwest Representatives: 


Smiley & Co., 234 S. Franklin St., Chicago, Ill. 
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ROOMS 542-545 ¢ HOTEL NEW YORKER ¢ NEW YORK CITY 


MARKET WEEK ¢ DECEMBER 5 THRU 10 
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— in Chicago, now and through 
the next 5 months. 


DLER-JONES COMPANY 


THE ADLER-JONES BUILDING 
921-525 5. WABASH AVE. ° CHICAGG 5, ILLINOIS 
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ee of 1949 spring and summer 
@eesoeeces VIVA oe 
MEE creations at our showrooms 
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Make a date with 
MANHATTAN MANNEQUINS 


at our showroom during 


SPRING MARKET WEEK 
DECEMBER 5 to 10 


I 





For your convenience a 


our complete line \ NN 
can be seen at our xy’ arcles F 


midtown showrooms: 


35 West 36th Street ‘7 


You've seen them at 


the Fashion Fair, 





the Lingerie Shows, 





style leadership 


in Fifth Avenue stores and 








in smart display windows that 


attract attention everywhere. 





All created by Manhattan Mannequins, Inc. ie 


e FASHION FAIR MANNEQUINS lie 


MULTI-QUINS 

KIDDI-QUINS 

REGULAR WOMEN'S FIGURES 
REGULAR CHILDREN'S MANNEQUINS 


Cee MANHATTAN MANNEQUINS x 





complete variety 











119 Prince Street, New York 12, N.Y. * GRamercy 3-3868 





Write for descriptive literature or further information. 
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fest you forget! 
DECEMBER MARKET WEEK 


IN NEW YORK 


















DECEMBER 5TH TO I0TH 


for ie 
Your Spring “Displays sv 


SHOWING IN 


OUR SHOWROOM ONLY 
36 WEST 37th STREET 










[G7 | mec L.J.CHARROT COMPANY, INC. 
| eget on farts OT ay DECORATIONS 


WS: ART DISPLAY STUDIOS 


36-38 WEST 37TH STREET, NEW YORK 18 f 
“OUR TWENTY-EIGHTH YEAR SERVING DISPLAY“ \ - 
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Our 1949 Spring Line 
Reflects 
The Empire Trend 


In Fashion 





Write for 


Invitation 
to the NADI 
Visual Merchandis- 
ing Research pre- 
sentation to be 
held at the Hotel 
New Yorker, Ball 
Room, Wednesday, 
December 8, 1948, 
4 P.M. 











New York 
Display 

’ Market Week 
Dec. 5-10 





BLISS DISPLAY CORPORATION 


DIVISION OF VISUAL MERCHANDISING + 460 WEST 34th STREET, NEW YORK 1,N. Y. 
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Show Time 


In almost no time at all now ... Market Week . . . the year's big- 
gest show for the display world will be under way. And this year 
... the biggest show at the show will be seen in room 704 at the 
Hotel New Yorker. Make a note of it! For the top display of 


Spring fabrics and accessories . . . 704 at the New Yorker Hotel. 
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Lixplay Fabrics ant ctecessortes 


WEST 47% STREET, NEW YORK 19, N.Y. 
LOS ANGELES OFFICE . 819 SANTEE STREET 
CHICAGO OFFICE 127 NO. DEARBORN ST. 
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THERE ARE 
TWO WAYS 
TO BUY 
ADVERTISING 
SPACE 




















IRST, the FACTUAL way. Buyers using this 

method get FULL VALUE for their advertis- 
ing dollars by asking these questions about 
media before they buy: 

How much paid circulation (how many peo- 
ple have expressed interest in the publication by 
paying for it)? How much unpaid? Who are the 
paid subscribers—what occupation or business? 
How was the circulation obtained? At what price 
or prices were subscriptions sold? What pre- 
miums, if any, were used as circulation induce- 


ments? How many subscriptions in arrears? 
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What is the renewal percentage? Where does 
the circulation go? 

Factual-minded space buyers find the answers 
to these questions in reports issued by the Audit 
Bureau of Circulations, a cooperative association 
of 2800 publishers, advertisers and advertising 
agencies in the United States and Canada. The 
circulation records of A.B.C. publisher members 
are audited once a year by a staff of experienced 
circulation auditors, and the information thus 
obtained is issued in easy-to-read A.B.C. reports 
available to all advertisers. 

Another kind of space buying is the GUESS- 
WORK method where media is selected on the 
basis of opinions-without-facts, unverified 
claims, inadequate and sometimes obsolete data. 
When advertising is bought by guesswork it 
becomes a speculation, a hit-or-miss operation 
that has no place in modern business. 

Start your advertising on the way to success 
by using the FACTUAL method of space buying. 
This paper is a member of the Audit Bureau of 
Circulations. Ask for a copy of our A.B.C. report 


and then study it. 


SEND THE RIGHT MESSAGE TO THE RIGHT PEOPLE 


1948 


Paid subscriptions and renewals, as defined by A.B.C. 
standards, indicate a reader audience that has 
responded to a publication’s editorial appeal. With 
the interests of readers thus identified, it becomes 
possible to reach specialized groups effectively with 
specialized advertising appeals. 
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See all the newest 
children and misses... 


COUN IENAY 


mannequins... 








at the N.A.D.1. show 
HOTEL NEW YORKER 
Rooms 534-535 


If you are not coming to the 
show, send today for photo as- 
sortment of the new Courtenay 
Courtenay Mannequins can also Mannequins. 


be seen at our Chicago display. 


WALTER F. KRAMER, Mor. 
Suite 614 
36 So. State Street 
Chicago, Illinois 


ALLCOCK MANUFACTURING CO. 
Ossining, New York 








display 
on 
parade 


aes Ng IP ° 





New York in December promises many things— 
most important, of course, MARKET WEEK ... 


: N e A é D e | om with Spring and Easter displays on parade! 
And as always, the inspirational Christmas 


Mi A ® K & T windows up and down Fifth Avenue. 
Ss \ ak “ 3S & 


One hundred and twenty-five N. A. D. I. members 


W E E K ) will exhibit, for display directors and key 


personnel, their latest creations for Spring and 


: NEW YORK-DEC.5 thru 10 : Easter selling . . . four floors full! Be sure 


Fs : to attend, for it promises to be the greatest 
S HOTEL NEW YORKER ms gathering of display in history. Remember, 

















oF December 5 thru 10. 





PROGRESSIVE 


NATIONAL ASSOCIATION ) of DISPLAY INDUSTRIES AA 


MERCHANDISE 
PRESENTATION 
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HOW CAN YOU STUDY YOUR OWN DISPLAY 
TECHNIQUES ON A SCIENTIFIC BASIS? 


WHAT FACTS CAN YOU ASSEMBLE IN YOUR 
STORE 10 SELL MANAGEMENT ON DISPLAY? 


NOVEMBER, 1948 


WHAT 1S THE VALUE OF STORE WINDOW 
TRAFFIC CIRCULATION? 


WHAT DISPLAY TECHNIQUE STOPS THE GREATEST AMOUNT 
OF TRAFFIC IN WINDOW AND INTERIOR DISPLAYS? 











... answers to these four important display questions will be presented by 
Professor Howard M. Cowee of the New York University School of Retailing 


during a 


VISUAL MERCHANDISING RESEARCH 
PRESENTATION 


Sponsored by 


PROGRESSIVE 









NATIONAL ASSOCIATION IK) ! of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 


Wednesday, December 8, 1948... 4:00 p. m. 
Grand Ballroom, Hotel New Yorker 











Professor Cowee will present a demonstration con- 
sisting of motion pictures and slides of Pilot Studies 
made in the National Association of Display Indus- 
tries New York University School of Retailing 
Research Program. The results of four months of 
intensive study, sponsored by N. A. D. I. in the 
following stores will be revealed: 


Wm. H. Frear’s—Troy, New York 
The Cain Sloan Co.—Nashville 
Miller and Rhoads, Inc.—Richmond 
Titche Goettinger Co.—Dallas 
Famous & Barr Co.—St. Louis 
Scruggs Vandervoort & Barney—St. Louis 
Stix, Baer & Fuller—St. Louis 


ADMITTANCE BY INVITATION ONLY. Tickets 
to this presentation may be secured by writing any 
member of the National Association of Display 
Industries, or: 


Mr. John F. Bowman, Jr. 
Managing Director, N. A. D. I. 
11 East Walton Place 
Chicago, Illinois 


This presentation will be of interest to management 
as well as to the Visual Merchandising Manager and 
his key personnel. 
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HANGERS * WOOD « PLASTIC « WIRE HANGERS » WOOD « PLASTIC » WIRE HANGERS ° 










No. 300—" PERSONALITY" 
LADIES PLASTIC HANGER 


No. 320M—"'PERSONALITY" 
PLASTIC SKIRT HANGER 





JaIM * DILSVW1d ° 






No. 309 "PERSONALITY" 


JUNIOR MISS COMBINATION 
PLASTIC HANGER 


YIM * JILSVId * GOOM 
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No. 310—""PERSONALITY" 
BABY PLASTIC HANGER 






¢ WIRE HANGERS » WOOD « PLASTIC + WIRE HANGERS * WOOD 
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THE NEW "SWIVEL HOOK" 
HANGER! 


No. 210 SW ALL-WIRE TROUSER, 
SKIRT, and SLACK HANGER 






No. LRD—ROUND COAT OR 
DRESS RACK SIZE DIVIDER 






No. 201—SHAPED SHOULDER HANGER 







¢ WOOD « PLASTIC + WIRE HANGERS « WOOD « PLASTIC 


SUJONVH JIM * DILSW1d * GOOM ° C¥=aa 





JaIM * DJILSW1d * GOO 
GOOM *¢ SUYIJONVH 3JaIM ° 


WOOD « PLASTIC + WIRE HANGERS * WOOD - PLASTIC « WIRE HANGERS * WOOD « PLASTIC 
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) 
in ihe 
with hee she rm ing 


personality, will i‘. 
| to greet you 


during Market Weel, 

December 5th to 10th, 
and 

inde « condial 


welcome fo visit 


our pe 
alt 
143 Ena cc™ Sik 


Flew: York City ye 





HAMMUN. MARMOT 


PO snamuulltites in Pisties 



















creative materials 





that work for you i 

marbalia a 

chinese tea-chest — 4 he 

the big catch Pail hy 

tortoise ee oll : 

and many other exciting designs yy 
we ‘ 








rs 








fabrics and wallpapers coordinated 









e225 fifth avenue new york 10, ny. 
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MARKET WEEK 
DEC. Sth- 10th 


HOTEL NEW YORKER 


Rooms 652-653 


Z 
CHHbee 


PAPIER MACHE AND OTHER E}CGRaT To IU Nice See 
361 WEST S8th STREET, NEW [01 kee Be GL GO Seo Ey 
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EVERY BOD) 


bes dromehio 
( 

















miouiheng 


Why? Because besides being designed in collaboration 
with the men who make the fashions—leading creators 
like Christian Dior and René Gruau—Greneker figures 


are guaranteed for excellency of workmanship and material! 


So be sure to see Greneker’s latest line—which includes 
new miss, junior, teen, matron, men’s and children’s figures 


. in addition to new half-size miss manikins! 








— hemenn 


CORPORATION 


250 West 54th Street, N. Y., N. Y. 
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Photographed by Leslie Gill 






SAYS 
im its 
OCTOBER 


3% imches smaller 
Loa 








hownden, hightr 





2Y6 imches slimmeh, attenuated 





a more femumime curve 





@ Incontrovertibly, it is time to adjust your dimensions. The 
new slimmer-shouldered, slimmer-waisted, higher-bosomed, rounder- 
hipped figure can no longer be classed only as an invention of the 
custom dressmaker, only for the carriage trade. Across the country 
the mannequins in the shopwindows are being replaced by a new 
breed—shown opposite—quite different in proportion from the dum- 
mies of the past two decades, made to the measure of the new ready- 
made clothes. Take it or leave it, the birth of these plaster Venuses 
establishes a radically new ideal of physical beauty 


THE LADY IN THDBADS) 
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IAS CHANGED HER SHAPE 
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CORPORATION 


250 West 54th Street, N. Y., N. Y. 
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Contemporary Display In 


display windows in 

characterized by 
searching for new 
effects to 


He post-war 
( zechoslovakia are 
modern tendencies, 


which will enable new 
be attained 


The alternation of 


materials 


the respective materials 


available is an underlying principle of dis 
play art. We have had enough opportunity 
to acknowledge these facts during the period 
f our political enslavement by the enemy 
occupation. Owing to the absolute lack of 


purchasing even 
had to be 


materials, as licenses for 


the most primitive commodities 


asked for, paper decorations came into 
use for display. Paper is a most familiar 
material, and its various kinds were found 
to present wide possibilities of treatment, 
especially tor creating interesting plastic 
motives 

The following lists some of the display 
materials being used currently in Czecho- 


slovakia and describes how it is being em- 
ploved here 

White raw cardboard with its rough 
pressed surface owing to its flexibility 


enables motives of fine lines to be formed 


The rough surface and the often dull color 


should not dissuade us from its use. By 


combining this material with other more 
lively colored and more attractive papers 
very interesting global effects may be 
realized 


Decoration cardboard produced in large 
sheets of a thickness of 10 to 16 mm. is able 


to replace the more exepnsive veneer. It 


may be used tor preparing flat surfaces and 
for covering plain) and curved wooden 
structures whereon various other surfaces 


are thereupon applied. 


Decoration papers of various colors, me- 
tallic papers and glossy colored foils are 
complementary materials. As such they 


may be used in substitution for chromium 


sheet in creating plastic motives. 
Cardboard sheets of various widths and 
used for creating fancy 


ornaments. Treating 


colors may well be 


motives and various 


—Materials shortages caused by the war com- 
pelled displaymen in Czechoslovakia to turn 
to common items for decorative purposes. 
While the materials discussed in the article 
are by no means new to American displaymen, 
their uses have some unusual facets— 


such material is very easy. With the aid ot 
simple pins various patterns may be modeled 
thereof on a background which may _ be 
rendered more attractive by complementary 
flowers. 

Pasteboard is not only intended for writ- 
ing price labels, but owing to elasticity 
strength and flexibility presents many appli- 
cations. It is manufactured in many tints 
so that coloring may be dispensed with. 

Corrugated paper used for packing can 
be coated by spray, shaded, or colored or 
bronzed. Applying on its glued surface 
various waste dusts, such as bran, sawdust 
slag dust, cork dust or shavings gives ver) 
interesting and very unusual effects. 

Mackled sheets of paper, cut-outs 
fashion journals, music paper and 
such material can be easily handled to give 
areas, complemented by) 


tron 
othe 


original attractive 
symbolic drawings or paint spraying tech- 
whereby their effect is further 1n- 
creased. By soaking newsprint paper in 
hot water and adding glue papier mache is 
obtained which is very suitable for model 
ling plastic motives of even large size. 

W ood-like and papers 


nique, 


cardboards offer 
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Waste . — 


LEE SEERA Ge POS EOE CER PIRES 


Czechoslovakia 


an indispensable auxiliary means for the 
creative displayman. The ease of attaining 
the most varied shapes by any moulding 
method makes this an excellent decorative 
material. On raw wood, light drawings 
completed by pasted on paper imitating 
ebony, mahogany, Canadian birchwood and 
other similar woods, present motives of a 
noble appearance. Shavings, blocks, chips 
and sawdust are suitable complementary 
mediums. 

Cork is very suitable for building up 
graceful motives. From this material smart 
settings can be made in a similar manner 
is in the case of thin cardboards. This 
material is very light in weight and gives 
in excellent impression when used as floor 
r background covering. It may be com- 
ined with reed, raw timber and_ straw. 
Cork chips or dust may be easily attached 
by gluing on ledges, glass, cardboard and 
the like, forming thus fine patterns or 
rnaments at the background of the window. 

Straw has recently made its entrance and 
gives an appearance unequalled by any of 
the familiar materials. Original attractions 
made of straw —especially in the summer 


DISPLAY WORLD 





season — give extremely attractive effects. 
Handling this material requires a certain 
technical skill and a thorough sense of 
taste and esthetics. 

Hemp and similar materials, such as 
binding threads, cables, fish nets and linen 
cords are suitable for making outlines of 
fancy figures and patterns. 

Glass is a fine material and its proper 
utilization gives the windows’ required 
smartness. On larger sheets plastic paints 
and varnish paints, painting with bronze, 
fluorescent colors, plaster modeling and 
similar operations may be carried into 
effect. The painted or plaster modeled 
patterns are completed by flowers” or 
various ribbons, gauze material or laces. 

Mirrors and mirror bands constitute a 
suitable complement for dull materials and 
enable many combinations to be done for 


—Whether the merchandise displayed is wine, 
footwear or bonbons, the definite touch of the 
Old World is very plain in this group of dis- 
plays from Prague. . . . the first to be re- 
ceived in this country since before the war— 


4) 





By ARNOST VALENTA 
Architect, Prague 


building up attractive displays. They can be 
affixed by special adhesives or shellac 
Glass waste material, such as chips, dust 
broken and colored botttes, and broken 
Christmas tree ornaments are only good for 
throwing away, but an inventive and skilled 
displayman utilizes such materials for 
bringing about original motives and attrac- 
tive structures. The respective surfaces are 
coated with plaster milk or a mixture of 
glue and whiting to form an adhesive for 
the broken glass. 

Glass fibres form a very suitable material 
for absorbing colored light and may be 
used in a material like cloth. It is es- 
pecially suited for making artificial flowers 
and similar fancy objects. By illumination 
very attractive effects may be obtained. 

Cellophane is a highly efficient material 
By strewing wet varnished surfaces with 
cellophane cuttings convenient patterns may 
be covered, thus obtaining a very interest- 
ing surface structure. It may be further 
used for twisted cords, binding threads and 
wires, as well as for making artificial 
flowers. It is further suitable for producing 

[Continued on page 92] 
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New York Windows Have Last 


ASHION 


\utumnal 


Leaf Tones with 
was. the legend 
Arnold Constable when Dis- 
Charles Lenhart two 
flame colored back- 
ground which had been highly illuminated 
This “light” with 
portieres of spangles in blue, green, silver, 


Turns to 
Brown” 
chosen at 


play Director showed 


Drown suits against a 


flame was curtained 


lavender and red. Streamers of spangles, 
each sequin about the size of a fifty cent 
piece, were closely hung and_ gave the 
window a tremendous and_ effective” bril 
liance 

Large silver discs (some Sauce! sized) 
were arranged on. the floor and these re 
flected the color and design of the display 
Phe leaf tones were continued in_ the 
hoice of small furs, amber necklaces, vials 
of perfume and in the brown or sand shade 





\ chicken wire figure used by Display 
Director Donald Angus at Jay Thorpe’s was 
not only symbolic of autumn, but in pose 
seemed also to proclaim the headline of the 
seasonal fashion —“There’s News in 
fur, on the head or in the hand. In a 
mink shawl artfully knotted at the shoulder 
totally plain coat in glowing greens 
like these with an autumnal cast, in a cape, 
in a high collar “ 


copy 


Ol a 


flaming artificial autumn leaves, brilliant 


in their reds, yellows, orange and browns, 
—Upper left, by Charles Lenhart, Arnold 
Constable's . . . Upper right, by Donald 


Angus, Jay Thorpe's . . . Lower left, by Henry 

Callahan, Lord & Taylor . . . Lower right, by 

Winston Jones, Franklin Simon & Co. ... (All 

photographs by courtesy of Virginia Roehl 
Studio, New York City)— 


were applied on the figure and also made a 
horizontal hedge which was banked full at 
one end and gradually tapered off at the 
other. While the hedge served as_ back- 
ground for the mannequins and base for the 
figure, the trim of leaves was continued in 
a valance which in depth ran in contrast to 
that established by the hedge. Brown wood 
chips were used to cover the floor. 


An imaginative fantasy was created by 
Henry Callahan, window display director 
at Lord & Taylor's, based on “The Ballad 
of the Wee Bairn”. “Where every year at 


Martimas Time at the Castle of Glencairn” 
there is a dance where “If dressed not alike 
each sister be ‘Tis they must pay the 
Piper's fee”. 

The little girl who entered on the right 
appeared enchanted with a vision of pink 


flocked chicken wire children grouped in 
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ws By VIRGINIA ROEHL 
ING t a Virginia Roehl Studio, New York City 


ade a the archways of a weathered tan Scotch soldiers and also the use of the same strong’ established effectiveness was further height- 
ull at astle with crenellated towers. Great primary colors. The backwall was black, ened by the foreground spotlighting 
it the branches of green leaves “in the green of and dark brown felt covered the floor. The black silk failfe dinner suit was worn 
back- birk” and a sequin-studded rooster lent a “Reserved for Eight o'clock” was the with sheer black lace gloves and a sheer 
ad the bit of the rural note. Yards of the plaid intriguing copy in six windows at Saks-Fifth black lace waist. The pink and black color 
ed in wool made a soft drapery over the arch. Avenue, where for a collection of dis- theme of the background also appeared in 
ast to Interestingly, “Martimas Time” refers to tinguished dinner clothes an equally dis- the black lace handbag over shell pink 
wood the feast of St. Martin on the llth of No- tinguished atmosphere was created by Dis-_ satin. A few pink roses were scattered on 
vember and is also known as our more play Director Sidney Ring the dove-gray floor covering, and a shell 
d by familiar “Indian Summer”. The St. Regis headwaiter, outlined on a_ pink chiffon handkerchief was also shown. 
ector “Such Proper Young Ladies” wore British silver metallic net curtain, was made by On the occasion of the National Horse 
allad tweeds in four of Franklin Simon's win- black velour cording—this curtain hung Show, which officially opens the social sea- 
ar at ows and the young ladies were very before a flesh pink backdrop; the already son in New York, Display Director E. von 
pevin properly accompanied by British Guards Castelberg, at Bloomingdale's, presented 
allke lor these delightful settings Display Di : ' ' “evening splendor” in settings which re- 
the ector Winston Jones used a ime cae —Upper left, by Sidney Ring, Saks-Fifth flected the color and atmosphere of the 
paper scroll depicting in water colors an ings te Ph: 1 naga i s nese Santee gala event. 
right English countryside landscape, this being berg. sii Se a Sy In each of the six windows simulated 
ree 5 J ‘ Es 5 Gene Moore, Bonwit Teller . . . Lower left, : ICdOWS 4a Simurated 
pink lone in a charming childlike feeling. The by Henry Callahan . . . Lower right, by hurdle was finished in colors of the fea- 


d in same technique was employed for the Winston Jones— [Continued on page 120] 
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—The position of four clockers in front of store 
windows. Each clocker holds two clocks. One 
clock counts men, the other counts women. 
Clocker ''A"’ measures total “passers in two 
directions. Clocker 'B'' measures ''stoppers” 
in front of window. Clockers ''C" and "'D" 
measure "lookers" in each direction .. . (This 
photograph and that of the clocker on the 
opposite page by Ganley-Conley, New York 
City )— 


facts which 
display 


tributes to sales promotion 
will help to better budget 
against sales results. 

The one-half of 1 per cent yardstick has 
been questioned and found to be the subject 
for a new evaluation. The lack of rational 
foundation for this one-half of 1 per cent 
rule of thumb control over display brings 
it too much or is it 


costs 


up the question : Is 
too little? 

For almost ten years various attempts 
have been made to pin down answers to this 
question. Several display associations, as 
well as the National Retail Dry Goods 
Association, have contributed to the search 


NADI-NYU Display Research Results 


have answers to 
you should make 


National Asso- 


like to 
the following questions, 
every effort to attend the 


F you would 


ciation of Display Industries visual met 
chandising research presentation on Wed- 
nesday, December 8&8 at 4 p.m. at the Hotel 
New Yorker ballroom, during the Display 
Market Week (December 5-10). 


1 What 1s the value of store window 
traffic circulation? 
What display technique stops the great 


traffic in window and 


~ 


est amount ol 
interior displays ? 

3. How can you study your own display 
techniques on a scientific basis ? 


—One segment of turntable display at Cain- 
Sloan, Nashville, and Titche-Goettinger, Dallas, 
showing unfixtured merchandise— 


assemble in 


4. What 


own 


facts can you your 


store to sell management on the 
value of display? 

At the Professor Howard M 
Cowee of the New York university's School 
of Retailing will and other 
vital questions when he presents the results 
of the pilot display studies 
the National Association of 
dustries. 

During the past ten 
display directors, and display manufacturers, 
as well as universities and research 
organizations, have been searching for facts 
display function con- 


meeting, 
these 


answer 


sponsored by 

Display In- 
years, Management, 
sales 
to prove what the 
—This is the second segment of the manually 


operated turntable display, and here the same 
merchandise is shown "in use’ — 


During the annual meeting of the National 
Association of Display Industries in June, 
1948, the members unanimously approved a 
grant of $5,000 to be used by the New York 
university School of Retailing to lay the 
foundation for continued research in the 
display field (for a complete outline of the 


program, see DISPLAY WORLD, Sep- 
tember, 1948 issue). 
These studies have been completed and 


the findings are being analyzed by the New 
York university School of Retailing mar- 
keting analysts. Colored movies were taken 
while the studies were being made. These 
movies will be shown at the meeting in 
—The third section of the turntable display 
shows the merchandise "in use'’ and in a pro- 
motional atmosphere, plus dramatic lighting— 
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New York on December 8. Admission will 
be by invitation only. Management, as well 
as display directors and assistants, is in- 
vited. Tickets may be obtained by writing 
to any member of the NADI or to: 

John F. Bowman, Jr., managing director, 
National Association of Display Industries, 
11 East Walton Place, Chicago 11. 

The program will be in two parts: Part 
one, a presentation of techniques used for 
observing and recording the ocular behavior 
of store traffic, and part two, the results of 
the pilot studies that have been made. The 
first part will be demonstrated with people 
playing the part of store traffic. The actual 
visual devices used in the studies will be 
shown on the stage. 

The presentation of techniques that were 
used will be invaluable to the display di- 
rectors who wish to assemble additional 
material in their stores, in order to sell 
management on the value of display. This 
technique has never been used before, yet 
it is the result of several years of study 
ind experiment by the New York university 


To Be Revealed 





School of Retailing. It concentrates on the 
study of ocular behavior of store traffic. 
Phe eves do not lie; therefore the error 
factor in the NADI-NYU studies is much 
lower than the error factor in the well- 
known customer question and answer in- 
terviews used in most marketing studies. 
The studies just completed should not be 
ontused with surveys. 
ntermittently, whereas these pilot studies 
were designed to be a continuous part of 
the NADI program. They were classified 


Surveys are made 


—Immediately above, the first step in an in- 
terior display study made in four stores, show- 
ing an “uncontrolled” display of shoes, or as the 
display was found when the study began... 
Immediate right, second step: controlled con- 
trast and in a better vision angle . . . Extreme 
right, third step: controlled contrast and with 
the shoes “in use'— 
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—Close-up of clocker, showing how she works 
with two clocks— 


as pilot studies so that the first steps would 
become the foundation for future studies. 

The findings will be published early in 
194), as the first of a series of studies to 
come. This published material will even- 
tually be available to all display directors 
as well as universities and other marketing 
research organizations. 

The pilot studies were made at: The 
Cain Sloan Company, Nashville; Wm. H. 
Frear & Co., Troy, N. Y.; Miller & Rhoads, 
Inc., Richmond; Titche-Goettinger Company, 
Dallas; Famous-Barr Company, St. Louis; 
Scruggs, Vandervoort & Barney, St. Louis; 
Stix, Baer & Fuller, St. Louis. 

In three of the five cities in which the 
tests were made, over 340,000 persons were 


clocked. This represents an amount in 
excess of 25 per cent of the population of 
the marketing areas involved. This per- 


centage is much higher than the usual 2 


and 3 per cent sampling groups included in 


most reesarch programs. Most studies are 
taken from a 200 sampling quantity and 
one New York newspaper uses a technique 
involving only 20 interviews. The NADI- 
NYU studies purposely worked with a high 
percentage sample because the technique was 
new. It was noticed that while the studies 
covered six shopping days, ocular tendency 








became established after the first day. As 
future studies are made and the study 
technique expanded, more ground will be 
covered, faster, because the sampling group 
will be smaller. 

Seventy-five persons were employed full 
time in seven stores in five cities. Three 
window studies were made in three cities 
and 24 interior studies were made in four 
stores in two cities. 

All studies were conducted under the 
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By ALBERT BLISS, Chairman 
NADI Research Committee 


supervision of a trained research director 
of the New York university School of Re- 
tailing, and under the direction of Professor 
Howard M. Cowee who cooperated with the 
research committee of the NADI consisting 
of Albert Bliss, chairman; Ralph Adler, 
Hugh Horner, George Silvestri and W. L. 
Stensgaard. Each study was made by four 
separate field workers (for location of these 
observers, see photographs illustrating this 


article). At first, field workers were ob- 
tained from local universities. However, 
this type clocker was not the best because 


he became restless and inaccurate. Police- 
men and firemen off duty were then sub- 
stituted for students. These people are 
trained to watch traffic and consequently 
were more accurate. 

While clockers were at first located on the 
sidewalk in front of the store, there were 


[Continued on page 107] 
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before the storm 


between. the 


RING the 
the brief period of time 
last of the big fall promotions and 


calm 


the Christmas season —one would expect a 
let-down in the quality of displays But 
Angeles. Most of the display 
departments took this little 

work out several long-talked-of displays tot 


not so in Los 
breather to 


minor promotions 


Mary Kay 


recent promotion ot 


One such series was done by 


Kerwin for Haggarty’s 


“Doll- Like Fashions” by Helen of Cali 
fornia Phe “Doll-Like Fashions” are a 
collection of dresses named after certain 
types of dolls Popular numbers in_ the 
group were “The Dresden’, “The Manne 
quin” and “The China Doll”. But back to 
the display itself. In the large corner win 
dow, Miss Kerwin used a huge Victorian 


DISPLAY WOR 


—Upper left, by Stanley E. Thompson and 
Philip Masnick ... Upper right and lower left, 


by Mary Kay Kerwin, Haggarty's . Lower 

right, by Roy E. Brown, Campbell's, Santa 
Manica— 

dollhouse with the entire tront of the house 


removed so that the rooms and all of theit 


furnishings could be seen. The furnishings 
followed the architecture of the house. They 
were all early Victorian, and even included 
round, somewhat pot-bellied heating stoves 


The dollhouse was set on a platform covered 


with grass mats. Live plants, flowers and 
ferns were grouped around it. The three 
mannequins in the window were dressed in 
three different styles of taffeta evening 


from the “Doll-Like Fashions” col- 


LOWS 


lection 
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In the smaller windows, Miss Kerwin 
used a baffle in which an oval opening had 
The frame of the 
decorated and dolls from a 
around it. <A 
another 


been cut. border, or 


opening, was 
doll collection 
decorated antique chair, on 
doll along with 
placed, was set at one side of the window 


were hung 
which 
suitable accessories were 
to serve as a balance for the mannequin on 
the other side. 

\ny month is a good month for a 
At The May Company, Display Di- 
Stanley E. Thompson and Art Di- 
rector Philip Masnick turned out an inter- 
esting and rather unusual fall bridal series. 
The background gray with blue 
fluorescent back lighting. Large decorative 
arches in the background from 
44-inch plywood and covered with stippled 


wed- 
ding. 
rector 


was dark 


were cut 


Novel Themes Characterize 
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Los Angeles Display 


aster. The arches were further decorated 
ith white manzanita twigs strung with 
Naturally, each window 


teatured a different dress. The brides- 


lear glass beads. 
uid’s dress in the window illustrated was 
smoky aqua satin with a huge flower ot 
he same material. The hat and bag were 
ilso in the same color and same material 
\n interesting touch to this window was 
e sterling silver serving set placed on the 
Or at one side of the window evidently 
wedding gift from a doting and wealthy 
cle. 

Display Director Roy E. Brown turned 
it an interesting “Fall Floral Fashion” 
Monica 
ccording to Brown, this promotion will 
ecome an annual event at this store. Eight 
t the leading Santa Monica florists were 
nvited to arrange floral displays in Camp 


ries at Campbell's in— Santa 


ells windows to serve as a background 
ir the merchandise displays. The florists 
vere allowed to plan and execute their own 
irrangements. The display was then com- 


pleted with merchandise chosen to match 
the theme expressed by the floral arrange- 
ments. Although floral displays are not 
unusual, fall floral displays are and Brown 
has a right to feel proud of this series 
One of the most interesting of the eight 
floral windows was one which showed a 
beautiful display of hundreds ot orchids 
and showed the growth of the orchid from 
the seed to the mature plant 

Display Director Leo Rauch’s’ unusual 
foundation series at  Buffum’s attracted 
scores of window shoppers to the Long 
Beach — store Judging by past Buffum’s 
promotions, a goodly percentage of these 
window-shoppers completed their looking 
by buying. One window portrayed foun 
dations for evening wear; the other for 
daytime wear The display card in the 


—Upper left, Ly Leo Rauch, Buffum's, Long 
Beach . . . Upper and lower right, by An- 
thony Golff, Milliron’s . . . Lower left, by 

Stanley Thompson and Philip Masnick— 
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By 
JOHN L. COONEY 


lettered in 
white, while that for the daytime window 


Each window showed 


evening window was_ black, 


was just the reverse. 
a fully-dressed mannequin at one side 

dressed either for daytime or evening wear 
depending on the window On the other 
side of the window was a= mannequin 
dressed in a foundation garment and all 
accessories. In the center of the window, a 
miniature mannequin was suspended trom 
the ceiling by a wide ribbon and draped in 
lustrous satin. The coloring of the props 


and fabrics used 


in these windows was 
most interesting. On the whole, light colors 


and white were used in the daytime win- 


dows, and dark colors in the evening-wear 
windows 

When Milliron’s held the formal opening 
of its new Vogue pattern department, Dis- 
play Director Anthony Golff was called on 
to honor the occasion with a series of 
windows. A large Grecian gold column was 
placed at one side of the window. Fastened 

[Continued on page 99] 





48 


DISPLAY WORLD 


vores 


\ ene 


NOVEMBER, 19468 





Gaiety 


HERE is an air of excitement about 
Paris Some are 
startle, others arranged to enchant, but 

always with a breath-taking atmosphere ot 


displays. geared to 


daring to be different, daring to be sweep- 
daring to 
Paris and there is a great tradi- 


And 


windows of 


ing, and mystify — perhaps _be- 
ause it is 
there is a 
Paris 


tion to be lived up to. 


gaicty and charm in the 


shops, too 
For sweeping settings there was the racing 
window 


arranged in the large corner 


scene 

f Galleries Lafayette, where A. Hadney is 
he display director. The race track setting 
Wa 1D nted nt the backwall to @1VE the 
mpressio1 immense distance. The man 





nequins in the window were blended into 
the background setting, on which smaller 
figures had been painted in perspective to 
give the effect that those in the round were 
but groups of persons in the immediate 
Grass matting completely cov- 
Detail props pointed 


foreground. 
ered the window floor. 
up the race track idea. 

\ paneled made the 
for broad brimmed straw hats 
window of the same store. Sketches painted 


background 
in a smaller 


screen 


suggested uses for 


adding 


on the separate panels 


; 
the merchandise, as well as spa- 
ciousness to the display. 

| } ere 75 


ette, and they 


are 75 windows at Galleries Lafay- 


are scheduled for change each 








Marks Display In 


week. M. Hadney has a staff of 15 in his 
display department. For the most part, this 
department makes all the props and ma- 
terials used for the displays in the store 
including a great many of the mannequins 
which are used for individual settings. 
Actually Galleries Lafayette occupies two 
stores, one shop for men’s wear, the main 
store for general merchandise. 

M. Hadney frequently employs paintings 
for background settings, thus enlarging the 
scope of his windows many times over, yet 
f-cusing attention on the featured 
That was true of a series of 


always 
merchanilise. 
impressionistic windows where he used the 
paintings of Monet, Renoir, and other French 
Impressionist painters’ as backgrounds for 
fashions inspired by the styles of 1900. 

For another group of displays he used the 
Place background 
Being known as the center of smart- 
Vendome made an appropriate 
motif for a special sale. Using a corrugated 
shield and special poster to focus attention 


famous Ven!tome as a 
motif 


T 
ness, Place 


on detail items of merchandise, the scene 
served as backdrop for a display of Eliza- 
beth Arden cosmetics. 

For a “Mais Oui” setting, a quilted screen 
for background, with “Mais Oui” 
posters pinned at in-ervals over the screen. 
A drape of satin striped in purple and blue 
upper part of the 
oversized 
The background tone was 


was used 


hung trom the screen 
down across an 
for “Mais Oui.” 
a warm beige. 

A display featuring used 
vines against light gray raffia, with natural 


package model 


scarves dried 


—The display at the upper left is by A. Had- 
ney, Galleries Lafayeite. . At the upper 
right, by Charles le Bourgeois, of the Fashion- 
able. At the left, by Andre Demuynck, 
Comptoir Commercial Caoutchouc— 
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ame birds and animals, stuffed, as an 
nusual note. 

Among the most daring windows in Paris 
re those designed for Fashionable, a men’s 
lothing store. Charles le Bourgeois is the 
isplay director for this shop, and his de- 
artment is located adjoining the store 
suilding in spacious quarters which allow 
imple room for both storage and construc- 
tion of display units. 

These displays are designed purely to 
attract attention and to startle, which they 
accomplish so effectively that Parisians wait 
with interest to see what the next Fashion- 
able display may be and will come from a 
distance to see the latest setting. For the 
most part merchandise is but incidental to 
e display, with often no merchandise at 
all being used in the setting. The device is 
purely to attract people and arouse interest. 
Fashionable carries what its name implies, 
a fashionable line of men’s clothing, includ- 
ing sport togs and smart attire. 


th 


For one display M. le Bourgeois used tree 
branches plastered and painted brown for 


Paris 


fashioning weird animal-shaped props. As 
it was an autumn setting, grape clusters 
were used for hair, with the colorings in 
wine tones with red and black. Leaves in 
a deep yellow were fastened to a wire 
netting in the background to indicate leaves 
falling from the trees. Draping fabrics 
were in green and a dark red. Natural 
reeds and cattails gave realistic touches to 
autumn atmosphere. 

\ garden scene centered around a man- 
equin fashioned from a basket. The basket 
vas a dusty rose, the arms and hands in 
green, while shoes for the figure were of 


white, trimmed with daisies. Another row 
ot daisies circled the net skirt the creature 
wore. The head for this basket lady was 


glass, flower filled. A white picket fence 
behind the figure further indicated the set- 
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—At the immediate right, by A. Hadney.... 
Center and lower right, by Charles le Bour- 
geois. . . . Lower left, by Andre Demuynck— 


ting as that from the summer scene, with 
the scheme designed as background for 
promoting summer suits. 

A wedding scene was suggested by a bride 
constructed from a white wire frame and 
painted wire springs. Appropriately the 
bride’s bouquet was fashioned of wire net- 
ting. The background was hung with a 
French brown gauze. 

A setting with two heads on a bed of 
natural toned cellophane and surrounded 
by broken phonograph records was inspired 
by the craze for swing dancing. 

Also using a cellophane bed, a suit was 
arranged on the floor in a walking position. 
Feet were in position, as was one hand, 
otherwise only the suit indicated the man. 
A small light was focused onto the unit 
leaving the balance of the set in darkness. 

Madame Baumel at Hermes achieved the 


By 
CLARA BALDWIN 


mysterious with her setting for glove week 
in France, using tiny children with up- 
raised, white-gloved hands emerging from 
cabbage heads around the front of a win- 
dow — the whole circling a fairy godmother 
bringing the infants to life from the cab- 
bage heads. 

A glove week window at Henry a la 
Pensee with the gay parade of gloves was 
evidence of the humor and gaiety in Paris 
display. 

At Comptoir Commercial Caoutchouc, 
Andre Demuynck, the display director, 


arranges some elaborate displays. The 
windows of C.C.C. are large and lend them- 
selves to interesting treatment. M. De- 


muynck makes considerable use of light 
drapings for background effect or for side 
[Continued on page 108] 
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The Chicago Display Scene 


EVIATION trom the usual outdoor 
background tor men’s sportswear drew 
attention to eight windows that com 


prised a full scale promotion staged by 
(;. ( Bowen. 
C. Lytton & Co AX free 


leather and 


manager at Henry 
table 
studded 


as seen in the first photo- 


display 


rorm Was 


covered with white 


with brass nauls, 


graph. The same display unit, hung trom 


the ceiling in reverse, served to confine the 


grouping ol sports wear in each window as 


picture subject, framed by the proscenium 


window Backgrounds in muted fall 


ot the 


colors and floors of felt in darker shades 


individual set 


varied the color scheme fot 
tings 

Phe decorative treatment for the Randolph 
and State street window of Marshall Field 
& Co., by John Moss, was especially pleas 
ing Phe scene, pictured above, was laid 
in the desert country with white sand _ for 
the flooring, out otf which grew a variety of 


Plant lite 


susly sprinkled with 2-inch gold sequins and 


weatherbeaten cacti was genet 


the only touch of color in the dramatiza 


} 


tion ot the high-colored merchandise was 


a romantic figure ot an American Indian in 


tribal raiment ot vivid red supplemented by 
beads. In meditation the primitive 
that 


painte d dado 


colorful 


figure sat on a mesa before a fire 


spread an amber glow on the 
ot the 


row of 15 


defined by a 


The 


window wall, 


gold 


straight 
1 


sequins feature cari 


directed attention to the coats and gowns 
featured as, “Your brilliance matching the 
that is the St. Luke's Fashion 
28 Shop and Sunningdale Shop.” 
\n expression ot American modernism 
Reed Schlademan, display 
picturing 


panorama 
Show 


was obtained by 
manager, The Fair, in abstractly 
the appropriate use of carpeting for various 
floor back- 


eround 


levels against a neutral gray 
(Third illustration.) The 


top of a house was vaguely suggested by a 


roc yt 


right angle of compo-board, painted white. 
two 
were mounted on boards and 


Samples of carpeting appropriate for 
floor surtaces 
a small scaled flight of carpeted steps was 
set against the backwall, 
additional use for the merchandise. Two 
rolls. of carpeting unde 
the roof-top as a relief for the predominance 


suggesting an 


narrow appeared 


of lines and angles. “Put your decorating 
on the right footing” was written on the 
wall and on the copy card to tie-in with 


the widespread interest in carpeting shown 
of the American Home magazine 
scattered throughout the abstract composi- 


I Copies 


tion. 
a collection of 
major 


Elegant 
hats, 


masterpieces 


handbags and wearing 


shoes, 


apparel from famous designers was 

—Upper left, by G. C. Bowen, Henry C. 

Lytton & Co. ... Upper right, by John Moss, 
Marshall Field & Co.— 


the subject of displays by Clement Bradley, 
Carson Pirie Scott & Co., in a bank of four 
windows, along with reproductions of mas- 
French Impressionists and a 
ceramic art piece. The museum exhibition 
implied the finesse in workmanship of the 
merchandise featured, while 
signed to each mannequin listed the names 


terpiecc s of 


booklets as- 


of famous designers contributing to the en- 
sembles in the manner in which art objects 
are Classified and explained in a museum. 
Lighting was excessively intensified for the 
with clear from the 
fused with top corner spots in 
deep tones to accent 
classic lines. (Fourth photograph.) 
Imaginative and distinctive satin and wool 
received their full share of 
glamour when Clement Bradley 
four dramatically lighted windows at Car- 
son’s “For discriminating elegance”. The 
impressive lighting effects took on added 
beauty in the late afternoon and evening 0 
autumn’s chilly days, with backgrounds an‘ 
felt flooring of deep pink. The 
play prop was an immense locket, partly 
opened and strung on pink ribbon streamers 
The heirloom adornment was made of 
papier mache, antiqued in gold and heavil 
studded with l-inch pearls. Windows wet 
reduced in size by sheer pink draping con 
cealing spotlights that cast a harmonizin: 
glow over the suave satin and sophisticate: 


series spots sides and 
tops, 


monizing 


har- 
color and 


negligees 


presente d 


t 
I 
j 
i 


sole dis . 
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—Right, by Reed Schlademan, The Fair Store 
. . « Center and below, by Clement Bradley, 
Carson Pirie Scott & Co.— 


wool negligees. In the illustration shown 
here the luxurious negligees were burnished 
chartreuse satin, highlighted by intense pink 
spotlights above and below and enriched by 
chartreuse lights filtered through the side 
draping. 

With all the ballyhoo of a Hollywood 
premiere, Gordon’s (men and women’s ap- 
parel), recently opened its newly remodeled 
and modernized store at 6433 South Halsted 
street. The facade is all glass and win- 
dow areas are confined by a backwall except 
for a 6-foot sliding glass panel at either 
side. Both the interior and exterior were 
dressed in festive display for the grand 
opening by Sam Kaye, closely adhering to 
real life drama by the mixing of men and 
women’s fashions. One entire window, as 
seen in the final illustration, represented a 
sidewalk scene with a marquee of papier 
mache built in relief before a back wall 
painted to simulate a theatre entrance and 
an alleyway leading to the stage door. At 
the box-office a gentleman was about to 
take a ticket from the automatic dispenser, 
a lady questioned a doorman, and a couple 
stood at one side preparing to purchase 
tickets. On the opposite side two ladies 
were accompanied by a_ gentleman who 
stopped to buy a paper from a newsboy. The 
heading on the “extra edition” announced 
“The time is now . . Gordon’s Grand 


By SHIRLEY WARE 


pening. Halsted street’s finest . . . Gor- 
don’s new store.” An imitation sidewalk 
was obtained by covering the floor with 
ground cork. 

The companion window took the spec- 
tators inside the theatre for a close-up of 
fashions as they might be seen in the 
boxes. Here, too, men and women’s fash- 
ions mingled to acquire a realistic feeling. 

On the first day of the opening live 
models were used in the windows to stop 
traffic, search-lights were thrown into the 
sky and music was furnished by an orchestra 
tor the entertainment of guests who entered 
he store under a floral covered canopy. 

Che following displays are not illustrated : 

Damson plums and red cherries made a 
tempting compote served by John Moss at 
Marshall Field & Co. in the store’s big 
Washington and State street window. Ro- 
nantic models of muted plum shades were 
iccessorized with cherry tones, focused be- 
lore a background composed of five 18-foot 
illars painted flat plum. The pillars were 
aced together with 6-inch bands of plum 
ind cherry felt, held by sheaves of wheat, 
ived leaves, fall fruit and nuts to form a 
itticed design. Girdling the pillars were 
five wreaths of the season’s decorative 
notifs, the deep tones being pleasingly re- 
lieved by glimpses of the gray-blue back 
wall. In the foreground were two small 

[Continued on page 114] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This series of sketches starts off 
with the New Year celebration. Two units are 
noted. 


Properties: In the background is shown a small 
group of tables displaying the usual setting of 
New Year merrymakers along with bottles of 
champagne. A string of balloons is shown in back 
of mannequin. Confetti, serpentine, mask and 
horn litter the floor of the display. 


Arrangement: January in the Southland arouses 
interest in the many resorts, and this timely display 


olort and appealing. It consists of two 


detinite units 


Properties: Two manneauin are placea in front of 


° bd 7T ° og | 
1 setting of exotic plants. ineir oversizea bios 
ms and brilliant coloring create a dramatic 
ettect. At the teet of the manneauins is shown 


ana rtmeant OT tropica tri its. 


NOVEMBER, 


Arrangement: Two definite units make up this 
mid-winter display. It is smart in its presentation 
and simple in arrangement. 


Properties. A blow-up of a Currier and Ives print, 
depicting winter grandeur, makes an interesting 
and appealing background for this fashionable 
figure. A patch of snow surrounds figure. A 
selected group of accessories is shown on floor of 
window. Large copy card is tacked at lower right. 
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.. | COMING UP 

















Arrangement: The social season is on and it's time 
to look to evening apparel. This men's display is 
made up of two definite units. Merchandise is 
limited. 


Properties: Mannequin, in the act of dressing 
stands on oversized copy card. Suit coat is draped 
over chair at left. Both chair unit and mannequin 
should be spotlighted with the rest of the area 
dark. Copy might read — "You're in the spot- 
light now!" 





Arrangement: This winter sports display consists 
of two units. Arrangement is neat and uncluttered. 


Properties: This display is a promotion on sweaters 
especially right for winter sports. Skating equip- 
ment is shown among sweaters on floor of window. 
Two figures are seen in the act of adjusting skates. 
At the right, hockey sticks serve to support sports 
outfit. Copy card in lower foreground. 











e'4 
} 


Arrangement: This men's tropical display is an 
amusing one and consists of several elements form- 
ing a single unit. 


Properties: Overhanging palm leaves make an 
appropriate setting for this display of men’s 
tropical shirts. Rugged sign board serves to carry 
caption copy. Plastic, impregnated paper of 
three dimensional moulding purposes may be used 
to make the mannequin, carrying out the amusing 
look depicted in sketch. 
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DISPLAY CONDITIONS 
AND TRENDS 


DISPLAY WORLD 


Holland and Colombia 


This is the fourth article in a series devoted to display con- 
ditions and trends in various parts of the world. Each commen- 
tary is by an authority on display in his particular country. 


(The following is by Theo Verbeij, editor 
of Durf, Den Helder, Holland.) 


influenced 
strongly. 


the war has 
field 
feeling for good display 


T is clear that 
the Netherlands 
1940 the 


and in many shops this work 


display 

Before 
was growing, 
was already being handled with craftsman- 
Also the war like a foam- 
spout on the beginning of a fire. 
interest in this matter 
tinguished or leit nothing available for dis- 
playing but scouring-sand! 

After these horrible years, when the pre 


ship. worked 
Every 
either ex- 


Was soon 


war feeling began to revive, it appears that 
materials were scarcely obtainable. In the 
last two situation has 
better, but much 1s vet to be desired. Never- 
theless a shop or store wishing to be up-to 


years the become 


date tries to dress the window cases as well 
is becoming realized that it 
How- 


as possible It 
is unthinkable for us to stay behind. 
ever, only some of the more important shops 
spend a high percentage of their budget on 
display, and are able to do so, because of 
the costly materials ...costly in Dutch eyes. 
Generally in some respects we are on the 
right path, but the scarcity of materials and 
the extensive costs are large obstacles. 
In most cases the use of light 1s not very 
Nearly everywhere general flood 
The new Phillips-lamps 
finding a 


ambitious. 
lighting is applied. 
(TL-tubes, Attralux, etc.) are 
large market. 

Spotlights, 
lighting are 


colored lights and dramatic 
seldom in employment. The use 
and light 1s almost un 
restricted. two and a half years 
after the war it rationed. In June, 
1948, the Municipal Energy Business (Gem- 


eentelijk Bedrijf) informing 


of electric powel 
During 
Was 


Energi Was 


the shopkeepers in Amsterdam about the 
unpermitted use of lighting in windows. In 
the letter it is said: “The restrictions have 
vet their full validity. The motive is that 
the use of electric energy increases in a 
rapid time. The power stations are not able 
to produce more electricity and in the near 
future an extension of these stations is not 
possible. On April 26, 1940, Amsterdam 
used 1,600,000 kwh; on April 23, 1948, this 
amounts to 2,300,000 kwh.” 

In other parts of our country the power 
stations have not yet reached their maximum 
capacity and there it will not be necessary 
to maintain these restrictions. 

Today the towns are more pleasant and 
companionable in the evening. In contrast 
to pre-war times every shop is now closed 
after five or six o'clock and that is the 
reason why there are few people in the 
street in the evening, even on Saturday and 
Sunday. That is also the reason why most 
of the shopkeepers do not light up their 
windows after 8 or 9 o'clock. 

Most of the staple ingredients for display 
are not made in the Netherlands. A small 
amount of artificial flowers find their birth- 
place here, but most pre-war flowers ‘came 
from Germany, France and Czechoslovakia. 
We obtain woodboard from the Scandinavian 
area. Decorative and cardboard 
came from England and Belgium. Most of 
the mannequins came from France. After 
the war the import of these figures was 
small. Now we have manufacturers in 
\msterdam making a really finished pro- 
duct and using much fantasy and daring. 
This firm exports their fine mannequins and 
surrealistic South Africa, Eng- 
land, America, Sweden, etc. 

Perhaps you know that the war has nearly 


papers 


very 


figures to 
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exhausted our treasury, and now we can not 
permit ourselves to buy everything we need. 
The government considers the display busi- 
ness unnecessary and so it is almost im- 
possible to import materials from abroad. 
Firms which are able to export display 
materials are sometimes allowed to import 
similar materials. The men of the display 
industry all complain of the difficulties 
which stand in their way. They feel them- 
selves hindered in executing their business. 

There are very many import restrictions 
and custom duties are very high. It is not 
easy to say how high, because this differs 
according to the articles. In general this 
is a high percentage of the original price. 
It is not permitted to import the most 
luxury ingredients such as plastic, decor- 
ated paper, special metals, etc. If the ma- 
terials can be used for other —more useful 
— objects (as board can be applied for re- 
building purposes, too) the import en- 
counters less resistance. 

Some display firms are able to export a 
few ingredients, but the scarcity of raw ma- 
terial causes difficulties. 

The most important 
retailers of display materials are: B & W 
(Bosch & Westerloo); Gimanex, ARO 
(Frans Beekwilder), Loreti, Van der Velde, 
Nederlandse Etalage Industrie. 

To summarize we can say that more care 
is now taken with display. The retailers 
are spending more time and money on it 
with pre-war. The man in the 
street now gets a feeling for display and 
values a well-done window. The _ profes- 
sional displayman is acquiring more dis- 
tinction and the profession is being prac- 
ticed more than ever. 

The difficulties with materials are great 
and many ingredients are scanty. Never- 
theless we can observe an appreciable im- 
provement and we can see the Dutch pro- 
gressing in this field too. 

We asked one of our men of the display 
industry his opinion on new materials. It 
is interesting to set down his thoughts in 
the following lines: 

He sees plastics as one of the most im- 
portant decorations of the future and he 
paper, board and_ fabrics being 
superseded by plastic. Also he expects new 
flexible and incombustible textures, service- 
able for dressing exhibitions. 

He was hoping the Marshall plan would 
enable us to buy special American 
display ingredients, but I suppose this is 
not to be expected. 


manufacturers and 


compared 


fe yresees 


some 


COLOMBIA 


(The following is by Werner Ilmann, 
Almacenes Ley, Ltda., Bogota.) 

Before entering in details about display 
in Colombia, I have to inform readers a 
bit about this South American country, as 
it is quite unknown to most of. civilized 
people around the world. 

Colombia is indeed a very large country 
with very few cities only, and the best con- 
nection between them from the side of the 
Atlantic ocean to the Pacific side is realized 
by airplane only. Separated by high moun- 
tains, the evolution of the modern flying 
system helped civilization to progress a 
great deal. Cities grew up, changed her 
colonial character into modern trends. 

[Continued on page 100] 
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HE panorama that greets customers as 

they enter the new main floor of the 

Oppenheim Collins store in Brooklyn 
is no longer one of cluttered confusion. 
Adolph Novak, architect, has transformed 
the dingy and confusingly labyrinth-like 
floor into one of functionalism and attrac- 
tive design. Sales potential has been stepped 
up through the use of better lighting of 
merchandise, more effective traffic along 
the spacious aisles, and a restful, pleasing 
color scheme. 

Each of the departments and islands on 
this new main floor is completely self- 
sufficient and self-sustaining. Forward stock 
on display is serviced by fully adequate 
hidden stock facilities, wrap and cash desk, 
and pneumatic tube stations. Batteries of 





fitting rooms service the negligee, sportswear 
and blouse departments. 

In order to give the area the appearance 
of being roomier and larger than it was 
before, the maximum height of free-standing 
fixtures out on the floor is held to 4 feet 
6 inches to provide uninterrupted visibility 
of the entire floor. 





First Floor Functionalism 


One of the main objectives was to draw 
the customers to the elevators which service 
the four selling floors of the store. Since 
they are located at the rear of the store, 
Architect Novak planned two major aisles 
leading from each of the entrances on 
Fulton street back to the elevators. To 
promote a free-flow pattern of customer 
traffic, sweeping diagonal and_ transverse 
aisles 10 to 15 feet in width were estab- 
lished, connecting the two main aisles. 
This permits circulation not only from front 
to rear of the store, but from side to side 
as well. 

The surrounding wall perimeter was de- 
veloped into a series of individual shops 
housing blouses, sportswear, negligees, 
lingerie, millinery, gloves, handbags, per- 
fumes and cosmetics. 

Three main islands, free-flow in shape, 
dominate the floor. Other features such as 
egg-crate ceilings to offset offensive sprink- 
ler heads and pipe runs, and a porous wall 
to separate the sportswear departments 
irom the executive offices on the mezzanine 
make the Brooklyn Oppenheim Collins store 
an especially attractive and functional place 
in which to shop. 





—A clever innovation is the porous wall, seen 
at the upper left, created to separate the 
sportswear department from the executive 
offices on the mezzanine. This also shows how 
individual merchandise sections were devel- 
oped around the wall perimeter. . . . Upper 
right, display space above the hidden stock 
facilities is used to advantage, as in this ex- 
ample from the glove department. . . . Left, 
this display space features a suspended dis- 
play case to show alternate accessories for 
the costume worn by the mannequin— 
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ACTIONS 


SANTA’S WORKSHOP 
































G-504 — This display is 84"' wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. The entire 
background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 
1. The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 
wheel and moving arm. 5. Jack in Box jumping in and out. 
2, The Gnome with packages has a teetering action as though to 6. Painter works on drum with up and down stroke. 
save packages from falling. 7. Gnome on horse rocks back and forth. 
3. The Gnome making sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 
draw This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 
service cost of this display complete with motors attached is $75.00 F.O.B. our factory, Brooklyn, N. Y. 
oo Santa and Reindeer Yes, there is a Santa Claus 
store, 
aisles 
es on 
To 
stomer 
isverse 
estab- 
aisles. 
1 front 
o side 
AS de- 
shops 
ligees, 
per- 
shape, 
ich as 
prink- 
s wall 
ments 
zanine 
store — 
place G-503—The Santa Reindeer is beautifully printed in nine colors. It is 33''x48"'x4" G-502 —This is a very attractive Christmas animated 
and very sturdily constructed with a wooden shadow box frame. The front display 45" wide, 35" high and 5" deep. It is printed 
has a heavy piece of acetate printed to give the effect of a window with in several brilliant colors on 90 point white lined card- 
icicles. The Deer gallop and Santa waves his arm, while in the sky the stars board with a separate wooden frame. The top of the 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this fireplace has a shelf 5" wide on which there are three 
— display complete with motor is $35.00 F.O.B. our factory, Brooklyn, N. Y. decorative pieces that can be removed if you wish to 
the use it to display merchandise. The action shows Santa's 
rive arm in motion pointing to the children as if asking if 
how they believe in Santa Claus and they are vigorously 
»vel- nodding their heads. The expression on the children's 
oper GREGORY MOTORS INC faces denotes surprise and wonderment while Santa is 
tock his usual jovial self. The fireplace is illuminated by a 
ex- a red bulb giving the appearance of burning embers 
eft, making it a light and action display. It is electrically 
dis- CONSULT US ON YOUR ANIMATED PROBLEMS operated by a patented Gregory motor, 110 volt, A.C. 
fae 320 BRIDGE ST. BROOKLYN I, N. Y. or D.C. current. It it packed in a heavy duty shipping 
: carton. The cost of same is $42.50 F.O.B. Brooklyn, N. Y. 
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Macy's Makes A Lady 


E all try to create traffic-stopping 
x windows 52 weeks a year. When 

we have new dramatic merchandise 
to work with, the job becomes less difficult 
But towards the end of October a promo- 
tional slump often appears, high-styl 
have peak of promotional 
importance, holiday drives are several weeks 
effort to fill lesser pro 
windows of visual 
New York City, 
Lady” in the 


fash 
ions reached a 
on In an these 
periods with 
Macy & _O., 
Making of a 
windows 


motion 
appeal, R. H 

presented “The 
six Broadway 
this Was a group ot 


The “lady” in case 


new mannequins especially designed for 
Macy’s by a well-known mannequin firm and 
John R. Foley, display 


of the 


window 
store 

were designed and 
\merican 


prettier in the 


new hegures 


stvled t be completely looking 


and new 


legged and more 


ladies softer 


trend shorter rounded 


By CARL JACKSON 


animated attitudes, but 
disturb the fashion 
importance of Their delicate 
pink cheeks gave them a well-bred glow... 
healthy, but not robust clean, but not 
antiseptic. Their make-up was rendered in 
a blotty water-color kind of way, inspired 
by the elusive quality of Bob Purdy’s water 
colors. All wigs were neutral beige on 
which any colored hat would look desirable. 
that traffic to look 


The ladies were in 


not so active as to 


their clothes. 


Knowing more stops 


—Four of the six steps shown in the displays 
are illustrated above. Upper left, sculpturing 
the complete figure in clay on a metal arma- 
ture. Upper right, removing the plaster 
waste-mould from the finished clay figure... . 
Lower left, after assembling, drying and sand- 
ing, the mannequin is ready for spraying... . 
Lower right, applying make-up and making 
the wig. (Photographs by courtesy of 
D. G. Williams, Inc., New York City)— 


at “demonstration displays,” and that people 
like to look behind the Foley de- 
cided to introduce these figures in settings 
of six life-size tableaus dramatizing signifi- 
cant steps in mannequin making. The fol- 
lowing factory processes were selected: 
1. Sculpturing the head in clay. 
2, Sculpturing the complete figure on the 


scenes, 


metal armature. 
3. Removing plaster 
finished clay figure. 
4. Casting the upper half of the manne- 
quin in papier mache within the piece 


waste-mould from 


mould. 

5. Spraying. 

6. Applying make-up and making the wig. 
\ctually the lady’s debut in the six win- 
was only a visual 
very solid merchandise presentation 
appeared under the caption: “The Making 
ot a Lady’s Wardrobe.” 

[Continued on page 98] 
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THE NEW Hansen Combination includes both Channel Cleaner and Tacker. 
Even if a sign or displayman clogs the Hansen Tacker with foreign matter, 
it takes only a few seconds to put it back into perfect working order. 


"OU service this tacker yourself. No more trips to the 

repair shelf. No more returning to the factory. Use the 
Channel Cleaner to overhaul the new Hansen Tacker in a 
jiffy. You find it easy to keep your new Hansen Tackers 
TeM thon (oj oM-Jelegol-m 


Here is how to service the tacker in less than 60 seconds. 
1. Snap forward the jaw. Hook back feeder spring. 
yA 0 sX-1-) 9 M1 sX IO) Cot ob el-) MON (Lo el-) me tele ME) (loo dl Me (-Jo) etm 
3. Reassemble.—That’s all. 


No vice or extra tools. No screws or nuts. No money 
wasted on repairs. No time wasted on overhauls. 


And you'll find the Hansen Tacker sure and speedy for 
almost any fastening job. Drives stout tackpoints as fast as 
you can grip. Operates with an easy trip-hammer action. 
Ideal for sign and display work, for assembly, labeling, 
jole (od do costele MMe sele Me l-Sel-yaed MB loti cveltelem 
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WINTER RESORT 


Center blurb unit is made of 
split cedar logs on which hang 
copper plates, antlers, and shelv- 
ing. At top of blurb unit, sug- 
gest snow and icicles. Pine boughs 
are added to the unit for atmos- 
phere. Additional cedar benches 
can be used to display merchan- 
dise. 


Back walls given wash treat- 
ment to suggest Alps. The back 
wall color is cold blue. 


Floor covered in snow. 
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SOUTHERN RESORT 


In center of window construct 
cabana of bamboo (or | by 2- 
inch stripping). 


Assorted colored tissue paper 
sheets, Scotch-taped together, 
form the curtain for rear of 
cabana. In this same manner use 
colored tissue as side swags, top 
and center of cabana. Wire out- 
line of sun hangs in front of 
cabana entrance. 


Lanterns also of tissue (or the 
regular Chinese lantern) can be 
included in the set. Wire furni- 
ture with tissue upholstery is 
added as foil for draped mer- 
chandise. 


Light the setting from rear as 
well as front to give transparent 
look of tissue paper. 


Floor covered in pastel sand or 
shredded paper. 
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ALLIED DISPLAY MATERIALS, inc. 


65 MADISON AVENUE - NEW YORK 16, N. Y. . corner 271TH streeT 
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\. LUKE, display director of the 
J. L. Hudson Company, Detroit, had 
mind when he 
work out his 
sure 
Hud- 


serene 


one concern on his 
early this 
plans He 
theme would help get 
into a 


year to 
wanted to be 


started 
Christmas 
his Christmas 
comtortable, 
holiday 


shoppers 
state of mind so that the 
would 


son’s 
shopping 
enjoyable instead of being 
He wanted the 
with the true 


wanted to get away 


become 


the usual ordeal store's 


decor to inspire customers 
Christmas spirit and he 
from the “sameness” of conventional treat 
ments whereby stores become so much alike 


at Christmas time 


The first floor columns as always 
seemed a major stumbling-block How 
will you get your customers into an elated, 


festive mood when they are oppressed by 


the heavy columns which crowd the 
floors of the 


ground 


stores throughout the country 


These inevitable, architecturally necessary 


supports on which rest the gigantic build 


world’s most beautiful stores are 
They stop the 


ings of the 
an evye-sore and a nuisance 


they are ugly, and 
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Hudson's “Eliminates” Columns 


view, they are heavy, 
they are out of proportion to the ground 
floor because their raison d'etre 1s not 
visible Their bulkiness becomes absurd 
They are a psychological barrier 

Luke’s revolutionary idea was to “elimi 
nate” the posts by dissolving them into 
scenes He connected all 28 huge posts on 
his ground floor by the same treatment 
Light blue, crystal-clear fireproof ninon 
went around them, decorated with scenes 
symbolizing the significance of this season 


of giving 


Throughout Hudson’s ground floors shop 


vers are seeing this season the procession 


By ANNOT 
Jacobi-Annot Studios, New York City 


lighted 
mes- 


Kings, 


rays 


of the Three the Holy City 
by mysterious from the 
senger, Santa Claus and his reindeer riding 
house-tops, and angels trum- 
peting above Christmas landscape. 
There are no columns left, no architectural 
necessities to distract the eye and oppress 
however Instead 
Is inspired and cheered by the 


angelic 


high over the 
a sleepy 


the mind unconsciously. 
the shopper 
sense of good-will which is the true spirit 
of the 

The result of this treatment, of course, is 


results are 


season 


purely psychological and the 





enhanced by the purely artistic treatment. 
There is no commercialism in the concep- 
tion of the idea nor in the execution. 

The compositions were designed so as to 
columns in spiral or dia- 
gonal movements so that the neighboring 
columns take up each scene, transferring 
from one post to the next and carrying on 
the unity. There are about 6,000 square 
feet of painted areas, all done with fine 
artists’ materials and in the same technique 
which we use in our paintings or 
murals. There is nothing crassly commer- 
cial about Hudson’s ground floor during 
the holiday season we have just entered. 

There is naturally no limit in carrying 
out this same idea for hiding the columns 
and using them to convey messages and to 
create particular Easter, anni- 
versary sales, Mother’s Day, and so on. 
Christmas story at Hud- 
using a patented glass 
Christmas tree with 18 shelves each on the 
ledges between the pillars for the display 
of merchandise. They will be without decor 
sO as not to compete with the pillars, and 
serve as a Christmas decoration while being 
a most practical fixture for the display of 
small wares. Similar will be used 
in round and oblong form on the ledges of 
Franklin Simon & Co., in New York City, 
as well as in some of the store’s windows. 

In conclusion, just a few words on fine 
art in display. By fine art you can tell 
anything you want to inherent 
quality of merchandise and do it in a way 
that charms the customer and influences his 
or her attitude to the merchandise. It 1: 
true, such display treatments take som 
planning; they take more time and know! 
edge, but sales reports bear out our theor 
that the use of fine art pays off. 
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ABRAMS does it! 


I am engaging in the creation and production for 





my exacting clientele, whom I have served for so 


many years, a limited number of Window and Interior 


ORIGINAL DISPLAYS 


consisting of set-pieces, screens, backgrounds, panels and complete settings. These will be manufac- 
tured entirely of wood and finished in bright, harmonious colors for Spring. | Knowing your re- 
quirements I am confident that they will meet with your approval and acceptance. Come in and 


INTRODUCTORY SHOWING 


SPRING MARKET WEEK 


ROOM 609, HOTEL NEW YORKER 
December 5-10 


ARNOLD J. ABRAMS 


ii? THIRD STREET WilLmerrTeé, bkLs 


see the 











See Us During MARKET WEEK 
for the Best in Display 


A full line of e Easter and Spring 


Papier Mache and ¢ Mother’s Day 
| Animated Displays e Father's Day 





MESSMORE & DAMON, INC. 
Designers and Builders of Exhibits and Displays 


400 WEST TWENTY-SEVENTH STREET 
NEW YORK 1, N. Y. 
Established 1914 Hotel New Yorker, ROOM 731 











DISPLAY 


...on and off the record 




























































—Erwin Hiffman assumes a grandfatherly 
pose with his new grandson, Richard 
Michael. At one time president of the 
International Association of Display Men 
and operator of a display business in 
St. Louis, Hiffman now is sales repre- 
sentative for Garrison-Wagner Com- 
pany, with headquarters in Santa 
Monica, Calif.— 






—Three display man- 
agers of Orlando, Fla., 
giving Judi Davies a 
little coaching on the 
art of posing. Left to 
right, Rene Marienthal, 
of Dickson-lves; Garrett 
E. Daily, Sears, Roebuck 
& Co., and Cecil Bol- 
ton, of Rutland’'s. Judi 
is sign machine oper- 
ator at the local Sears 
branch— 





—The occasion for the 
impromptu dance by 
R. P. Fisher is unknown, 
but Mrs. Fisher seems 
to be amused by it. 
The photograph was 
made during the couple's 
vacation at their cot- 
tage at Lake Huron, 
Mich. Fisher is mid- 
western representative 
for D. G. Williams, Inc., 
New York City— 





—Ballet principals pose for Sculptor Andree Ferris 
while Henry Callahan, Lord & Taylor, New York City, 
looks on with an eye to the total effect for a pro- 
posed ballet promotion. Left to right, Ruthanna 
Boris, choreographer; Leon Danielien and Mary Ellen 
Moylan, principals; Henry Callahan; Andree Ferris; 
Reta Shacknove, designer, and Doris Luhrs, secretary 
of the Ballet Russe— 





WANTED: 
PHOTOGRAPHS FOR 
THIS PAGE 
. ++ any size, any subjtct, so long 
as they show display people at 
work or at play. Mail to DISPLAY 

WORLD, Cincinnati |. 











—Behind the scenes 
in a mannequin fac- 
tory: ‘Ernest L. 
Admundson, sculptor 


and designer for 
Bal Morall manne- 
quins, New York 


City, is pictured at 
work on one of sev- 
eral new figures— 
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erris: 
etary 








NOVEMBER, 1948 DISPLAY WORLD 


65 








Make Your Store The STANDOUT 


with beautiful artificial flowers and decorations 


by GENERAL DISPLAY Corporation 


SEE OUR EXCLUSIVE NEW CREATIONS FOR 


Southern Wear 
Spring and Summer Promotions 
Valentine and Easter Specials 





NEW YORK DISPLAY MARKET WEEK DECEMBER 5 TO I0 


You are cordially invited to view our showings at our newly decorated permanent showroom. 


500 5TH AVENUE BLDG., N. W. CORNER OF 42ND STREET AND 5TH AVENUE (LOWER LEVEL) 


GENERAL DISPLAY CORP. 


140 W. 4th Street 500 5th Avenue 
Cincinnati 2, Ohio New York 18, N. Y. 


Manufacturers of Artificial Flowers and Display Decorations 

















Super-Strong STEMPLER hangers 
— \ practically breakproof! 


Plastic combination skirt hanger. 
In 14" or 17"—Jeweltone colors 
of Crystal Clear, Ruby Red, 


Amber. In 12" — Jeweltone F) ks. ee 


... the result of 48 years of 










colors of Crystal Clear, Opaque 


hanger research 


Pink, Opaque Black. 








Stempler hangers are the very best you 
~ He can buy — masterpieces of workman- 
oy ae 7 ship, priced for economy! Every prob- 
=f > — lem in hanger design has been carefully 
bo) cD solved. The hook has a curled tip 
which prevents tears. Full, non-slip 
loops hold skirts securely. Free-turning, 


Barney Stemplenr & Sond, Yee, Pies wre hook 


- ! 
28 Norfolk Street, New York 2, N. Y. Demand DUBLE-VUE! 





See your supplier or write for prices and 


Since 1900 particulars. Inquiries invited from jobbers. 
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Here 


And 
There 


GALAXY of colors that were some- 

times bold and sometimes muted, to 

which were added a mixture of an- 
tiques of brass, coper and wood, and modern 
abstract sculptured pieces by a Chicago 
artist stepped into an exciting array of 
women’s footwear at The Fair Store for a 
promotion timed with the opening in Chi- 
cago of the National Shoe Fair. 

Four windows were used by Reed Schla- 
deman, display manager, to dramatize new 
fabrics and new colors from three manu- 
facturers, along with an exclusive showing 
of aligator shoes. Three pages of adver- 
tising of the three named brands also pub- 
licized the shoe show of The Fair. 

Giant displayers painted grayed lavender 
with shelving arranged abstractly were set 
before yellow papered backgrounds, as _ pic- 
tured. Shelving on which shoes and dec- 
orative accessories were arranged were left 
open to flash the strong yellow of the 
background or closed at the back or front 
with paneling painted with almost indescrib- 
able hues ranging from strong reds and 
orange to muted purples and pinks. This 
kaleidoscope of color was restrained to 
individual settings by flanking architectural 
bends covered with black felt. Copy desig- 
nating the brand of footwear was_ incor- 
porated in the displayer and a mannequin in 
each window was clothed in a gown appro- 
priate for wear with the predominate type 
of shoes featured. 

Since the first day of the current year the 
Davidson Brothers Company, of Sioux City, 
Iowa, has been owned by Younker Brothers, 
of Des Moines. About the first of March 
the Younker-Davidson Company, as it is 
now called, began an extensive remodeling 
of the exterior of the store which, of 
course, included the display windows. 

Previous to this remodeling the store had 
lobby and island windows and a total group 
of 38 display windows. After completion of 
the exterior the lobby and island windows 
were no longer present and selling space of 
approximately 18 by 160 feet had been added 
to the first floor. The windows have been 
made larger and now total only 18 units. 

The front windows were formally opened 
on October 6. In the opening displays Hans 
Carstens, display director, used the theme 
“Uptown in Sky Line Gray”. The back 
grounds were in pale orchid, the ceilings 1 
gun-metal and the carpeting is a_ taupe 
rose. Two of the opening displays aré 
pictured here. 
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2 Shoe Sales - 


IT’S FORM THAT COUNTS 





Your display shoes must be formed correctly to 
make the customer stop — and buy. It can’t be 
done with ill-fitting forms. Your shoes always 
look right — and sell better — when displayed 
on properly fitted, flexible Fairy Forms with 
adjustable crossbar. Easy to insert or remove 


— no distortion of your shoes. 





4, 








YOU CAN GET THE 
RIGHT Size 
Women’s Fairy Shoe Women’s Fairy Shoe Women’s Fairy Shoe 


Forms are available in Forms are available in} Forms are available in 
three popular sizes. six heel heights. two heel styles. 




















YOU CAN GET THE 
RIGHT Heel Height 





@ @ @ Fairy Forms give you color and fit which greatly 


increase the sales-creating display of your shoes. Choose 
from the three popular toe effects for closed or open 
shoes — small or large openings. Choose from the 
29 beautiful color effects. Choose from the 10,440 
variations in the complete line of women’s AnkleHi 
Fairy Forms. Study the new Lock-Seam Top. Fairy 
Forms are strong but flexible and snug-fitting. 


WRITE TODAY FOR CATALOG 


7" 





YOU CAN GET THE 
PROPER Heel Style 
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Escalator Displays 


Of this arrangement, Del Le Sage, display director for Spokane 


Dry Goods Company, Spokane, says: “On this escalator installa- 


tion I asked that space between the ‘ups and downs’ be left open 


Most escalator architects close in this space just to 


for displays. 
define the escalator. To their eye, open space between distracts 
from the appearance of the escalator. But the important point is: 
‘We don’t sell escalators!’ We have put this space to good use 


and find that it really pays. I have had to put a full-time crew 


on this project.” 
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A GALAXY OF ALL THAT'S 


New. in Lisplaue 


; is believing! Take advantage of this invitation to see for your- 
self California’s “new look” in 1949 display technique. 


Browse through stores which are famous the world over for originality and 
variety of design and fashion. Make notes of new creative ideas which you 
can use to good advantage in your future store planning. 


Join the many far-sighted business men who plan to attend the Third Annual 
Display Market Month in California. 


Elaborate plans are being made by the California Display Industry and its 
individual members for your comfort and enjoyment. 


SHOWING AT BILTMORE HOTEL AND INDIVIDUAL SHOWROOMS 


Better make reservations NOW! write FRANK ACKERMAN, Rm. 512, 112 W. 9th St., Los Angeles 15, Calif. MA. 6-5379 





C. BARRANGO CO. CRAFTMASTERS FITZGERALD DISPLAY CO. LOR SALES CO. 
CALIFORNIA DISPLAY STUDIO CRYSTALLINE PLASTICS CO. GRANT & SONS, INC. MAHARAM FABRIC CORP. 
CARRATA COMPANY DECTER MANNIKIN CO. AL HALVERSON, INC. FRED MATTSON 

_ COAST FLOWER MFG. CO. P. L. DE LUCA CO. B. A. JACOBS CO. THE MORGAN CO. 

EMIL CORSILLO, INC. EDDIE CHAIN CORP. KAPLAN PRODUCTS & TEXTILES NEWELL COTTERELL CO. 
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from a soda fountain to props from a 
farmer's barn. 

In speaking of this department's operation 
I would like to be able to break down my 
expenditures and say that so much is being 
spent for mannequins, so much for fixtures, 
and so on. But it is impossible, because I 
have no budget. I let my conscience be my 
guide, spend sparingly, and hope for the 
best when I go overboard once in a while 
on a Christmas set-up or other special 
promotion. 

As much as I would like to run my de- 
partment in the manner of a big-city display 
staff, I can’t. I have store policy and “We've 
never done that before” to contend with. 
I do manage to change my merchandise once 
a week and my settings or a complete 
change of props every three weeks. In 
most cases I try to have a bank ot windows 





Small City Display Department 


By HOWARD KLASS 
H. G. Wendland & Co., Bay City, Mich. 


WOULD like to have it understood, first 

of all, that just as much is expected of 

a smaller city one-man display depart- 
ment as is of a display staff in a larger 
community. The windows have to have 
just as much selling power, just as much 
dramatization . . . but at one-third the cost 
or less 

How can this be done? By a lot of hard 
work and by being a combination of diplo- 
mat, carpenter, painter, artist, card-writer, 
and your own fashion coordinator. 

I find that sitting down and concentrating 
on future plans and doing thumbnail sketch- 
es for promotions to come saves me time 
and money. And there is a thrill in seeing agrees 
how cheaply one can put in an effective qor To Tee" 
window; as a matter of fact, it has been my Oe 
experience that the displays that cost less 
are more effective than the more expensive, aa 
elaborate ones. 

It is my standard practice to borrow any- 
thing I can to tie-in with merchandise 





all with the same general idea but with 
different merchandise. 

I have six large front windows and two 
small vestibule windows. I find it much 
easier and more economical to create a bank 
of windows rather than a different idea in 
each window. In doing this I make up one 
sample window in my shop and merely) 
repeat it five times, with a slight variation 

-as in color. I do break away from this 
policy when I have more time and money 
to spend. 

As far as refinishing mannequins is con- 
cerned, I worked out a deal recently that 
might be followed by other small display 
departments. I had recently got in five new 
adult mannequins which left me_ the five 

[Continued on page 112] 


—These are typical displays by Howard Klass, 

who describes the trials and tribulations of the 

smaller-city displayman in the accompanying 
article— 
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Something NE W in Store Display 


MOLDED NEOPRENE RUBBER 


Levore Molded Rubber Products are 
“The Last Word In Store Display” 
Plenty of eye appeal has been put into 
these cleverly molded subjects. Durably 
finished in brilliant colors. Light 
weight; UNBREAKABLE; deep relief; 
finished in mois- 
ture - proof lac- 
quer. Can be 
used inside or 
outside. Call 
your supplier 
now—ask to see 
the Levore Line. 


STORK 


11 inches high 
6 inches wide 
Fully round — 
painted in natur- 
al colors. 


EASTER RABBIT 


SANTA CLAUS 

26 inches high, 1424 inches wide, 5% inch relief. 2614 inches high, 2074 inches wide, 61 inch re- 
Realistic coloring — Eye arresting. lief. Natural Santa Colors. For those who 
wait until last, still a few on hand. 








ATTENTION JOBBERS: Contact us at once 
for complete particulars. Levore Molded 
Products are selling because they are NEW, 
PRACTICAL and PRICED RIGHT. Many 
new live wire items now being developed. 
Phone — Wire or Write. 


LEVORE COMPANY 


CHICAGO I, ILL. 





lo8 W. LAKE STREET 
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What can lighting do for display? Light- 
ing can make mannequins figuratively spring 
to life; it can give form, shape and shadows 
to merchandise; it can make articles stand 
from their background or sink un- 
noticeably back into it; it can make a 
design either three dimensional or of paper- 
thin flatness. It can stop traffic if it is 
startling, different, attractive, or it can be 
if it is ordinary, 
dull and unaggressive. Used for window 
displays, lighting in itself actually attracts 
the shoppers. To prove our point, let us 
cite one example: Tests have shown that 
where only 17 out of 100 passersby stopped 
when a window had ordinary lighting, with 
the same display 46 out of 100 stopped when 
the light was proper 
amount. Modern lighting has endless func- 
which it should fulfill: 
mood to induce daytime attention and night- 
drawing customers into the 
store by them 
and directing their attention to certain mer- 
chandise to make them want to buy. 


away 


ignored by the passersby 


increased to the 


tions, creating a 


time lingering; 


making want to see more, 


By modern lighting, we mean engineered 


NOVEMBER, 1948 


equipment that provides lighting for mer- 
chandise by the most efficient and simple 
methods. There is no end to the possibili- 
ties of designing through light. The store 
owner of today is lucky. Manufacturers of 
lighting equipment are trying everyday to 
improve — through research and experimen- 
tation—the quality of design and the proper 
performance of light sources. This is illus- 
trated by all the beautiful new stores that 
have a variety of design features such as 
hung ceilings, with louvres and _ lighting 
equipment mounted above; free-form open- 


ings in dropped ceilings with concealed 
light sources and various forms of cove 
lighting to bring the light from hidden 


places indirectly into the shop. The small 
store can achieve splendid modern lighting 
effects by utilizing the fixtures that are on 
the market today without the expense of 
special designs. A combination of fluores- 
cent and incandescent light will go a long 
way in this direction. 


The lighting tools used to model objects 
are incandescent, fluorescent and cold cath- 
powertul 


ode. Incandescent allows light 


The Silent Salesman 


salesman? How 


silent 


HQ is. the 


does he pe rsuade the customer to 


walk into a store, make a sale, and 


How does he introduce the 


return again 

stock to the customer The silent salesman 
is — display His slogan 1s “The more 
customers see, the more they buy”. Good 


display is good salesmanship — poor dis- 


play is poor budgeting. A merchandise item 
placed in a visible spot does not make up 
a display. Our definition of it 1s a dramatic 
setting combining appeal, attraction, and 
animation But a top performance in any 
successful coordina- 

Trathc 


air-conditioning, 


field depends upon the 


tion of many elements arrange 


ments, modern fixtures, 
display cases, and other adjuncts of selling 
are given serious consideration by today’s 
lighting 


important 


intelligent owners of stores but 


still remains one of the most 


single factors in selling today. 





By S. E. WHITE, Sales Engineer 


Gotham Lighting Corporation, New York City 
























and concentration to spotlight the merchan- 
dise for emphasis; such lamps create high- 
lights, shadows, and give depth to the mer- 
chandise. Used in reflectors, fixtures on the 


wall or ceilings, they throw light on the 
merchandise or space requiring illumina- 
tion. 


Fluorescent lights combine bright intensity 


[Continued on page 102) 


—lIn the first view of the Textron showrooms, 
at the upper left, the ceiling has recessed 
trough fluorescent lighting, the coves a double 
row of the same type, and a single row of 
fluorescent illuminates the displays. .. . Above, 
the main floor; the ceiling has louvred floods, 
trough lighting staggered around columns 
and long coves, and an especially designed 
suspended fixture with lamps for indirect light- 
ing and two adjustable accent lights for dra- 
matic lighting. . . . Left, another view of the 
main floor— 
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MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLIGHHING COMPANY 
Cincinnati, Ohio 


H. C. ME , President, 
NATHAN SILERDLATT Manager, 
R. C. KASH, Bé@itor. ] 





OUR PLATFORM 
1. The Promotion of Display. 


. More Display Cooperation by Manufac- 
turer and Merchant. 


Advancement of the Display Business. 

. Practical Service to the Display Profession 
and Industry. 

. Greater Appreciation of Display's Power in 
Merchandising. 

. Absolute Independence of Our Editorial 

Columns. 
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NADI Research Report: 
A "Must" For Displaymen 
The National 


research 


Association of 

committee, 
organization's board ot 
meeting to which 
Wednesday, 


Display In- 
dustries’ with the 
approval of the 
has planned a 
invited on 


directors, 
all displaymen are 


December 8, in the grand ballroom of the 
Hotel New Yorker, New York City. The 
meeting is set for 4 p.m. 

At this meeting Professor Howard M. 
Cowee, of the New York university's School 


of Retailing, will factual 
on the pilot display research studies which 
the School of Retailing has completed. This 
research was voted at the June meeting of 
the NADI, at which time an appropriation 
of $5,000 was made to finance the program 


present a report 


Professor Cowee has prepared a “live” 


show consisting of moving pictures, slides, 
and visual demonstrations. He will use 
people in his presentation in order to dem- 


onstrate clearly the technique that was used 


in the research work. 
Admission to. this 
invitation only, 
ballroom is 


be obtained free by 


meeting will be by 
since the capacity of the 
than 900. Invitations can 
writing any of the 138 


less 


members of the NADI, or to John F 
Bowman, Jr., managing director of the 
association, at 11 East Walton Place, Chi 


cago 11 


Requests for admission to the meeting 


have already been received from sales pro 


motion executives, representatives of uni- 


versities, advertising men, and representa- 


tives of marketing divisions of national 


advertisers as well as from heavy industry. 


Every 
New 
Market 


plans to be in 
NADI 


December 5-10, 


displayman who 
York ( ity for the 
Week, 


Decembet 
should 


DISPLAY WORLD 


arrange now to attend this important ses- 
sion to hear and see at first-hand the report 


on this pilot study of display at work. 





Nation-Wide Display Program 
For "Democracy Works Here!" 


Every displayman in the nation is being 
asked to participate in a mammoth “De- 
mocracy Works Here!” promotion which 
is being scheduled to get under way on 
Wednesday, February 16, 1949, and which 
will be continued as long as the individual 
store thinks desirable. It is the first great 
national public relations effort to be put on 


both nationally and locally by the retailers 

of America. 
Through this 

demonstrate the 


system and to show the 


campaign it is planned to 
blessings of the American 
American public the 


important part retailing plays in the Amer- 
ican economy. The event is a_ patriotic 
project conceived by the National Retail 
Dry Goods Association in conjunction with 
the Saturday Evening Post and sponsored 
by The Retail Associations of America. 


The retail store is the perfect symbol of 
the fruits of a free economy. It is at the 
retail store that the comforts and 
veniences characteristic of the American 
way of living—the results of our labor — 
are placed at the finger-tips of the whole 
people. The wealth of desirable things dis- 
played in the store window and _ interior 
offers dramatic proot of the bountifulness 
of American production. Stores supply the 
material things for which people work, and 
because a majority of the goods produced 
in America depend on retail stores for their 
final market it is that no better 
public relations campaign could be devel- 
oped than one which calls attention to our 


con- 


obvic us 


stores, their importance, and the functions 
they perform. 

The Saturday Evening Post has from 
time to time followed the practice of devel- 
oping themes in the public interest. An 
example of this was the famous “Four 


Freedoms” campaign, which was introduced 
by the Post in war years as a bond selling 
effort. It was successful in no small part 
due to the whole-hearted cooperation of 
the nation’s retailers. 

The Saturday Evening Post quickly recog- 
nized the need and value of this great 
national campaign now coming up, as sug- 
gested by the NRDGA, to bring to the 
public some idea of the full benefits of 
the American political and economic 
tems. For this purpose, the Post believes 
the retail store typifies the American way 
vt life. It pictures the stores of the nation 
as the cross-roads of prosperity where 
dramatically are demonstrated the country’s 
ability to produce, and our privilege to 
enjoy the and variety of 
gathered for 


SyYS- 


abundance goods 


consumption. 
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A booklet has been prepared outlining 
the program in complete detail, and a kit 
of materials will be supplied free to every 
participating retailer by the Saturday Eve- 
ning Post. The kit includes a rough sketch 
of a double-page four color spread which 
will appear in the Post February 
19, which reaches the public on February 
16. The spread will contain an _ original 
painting by Douglas Crockwell, picturing a 
family gathered before a window display 
and visibly interested and excited some- 
thing shown therein. Inset into the artist's 
picturization is a dynamic text dramatizing 
the part played by the stores of America in 
keeping America and Americans 
work and live as they will. 


issue of 


free to 


The reproductions of this poster are suit- 
able for window and counter display. They 
are available in various sizes at no cost to 
participating stores. The Post will also 
furnish color reproductions of the campaign 
shield, bearing the theme “Democracy Works 
Here!”’, followed by the abstract from the 
text, “Without a Free Exchange of 
you Cannot Have a Free People!” 


Goods 


Suggested window layouts, radio scripts, 
advertising copy and so on are included in 
the booklet. There will be promotional 
ideas indicated for as much more as a 
given local committee has the enterprise to 
go after and achieve. A national publicity 
and promotional effort will be made by the 
campaign publicity committee. This will 
include editorials in the press, broad radio 
coverage, and the cooperation of important 
government and civic officials. 

Obviously special sales should not be 

planned in conjunction with this program. 
Though the campaign will undoubtedly re- 
sult in increased store traffic and sales, its 
purpose is institutional as applied to retail- 
ing as an entity. It is hoped that stores 
will carry on just as they have done, but 
that every effort should be directed to 
doing everything just a little better than 
heretofore. For the campaign will invite 
the public to look at retailing more closely, 
and to consider its importance as typified in 
your business. 
“another week”. Instead 
this program introduces a dramatic theme 
which should not be confined to any par- 
ticular “week”. Actually, because the cam- 
paign will introduce special window dis- 
plays, advertising, and the like, some stores 
may not desire to keep them before the 
public for more than a week. But the in- 
fluence which will be set in motion is the 
important result and one which should have 
sustained support throughout the year. 


This is not just 


Because the part played by display in 
this Campaign is so important, the appoint- 
ment of a committee on display for each 
community is a “must”. Such a committee 
should bend every effort to encourage 
appropriate window and interior displays to 
greet the public the morning of February 10. 
The theme, which should surely inspire 
every displayman, should be keyed to present 
to the public a demonstration of the 
bountiful offerings of goods available in 
American stores to American consumers. 


For additional information on the project 


write to Campaign Headquarters, Reta! 
Associations of America, 100 West 3ls 
street, New York City 1. 
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Unveiling 
| A FAMILY PORTRAIT 


. at the Hotel New Yorker during Market Week . . . 














we shall present our complete family portrait from 
Baby to Dad... A new line of CHARMING Children 
Paper Mache Mannequins . . . Boys and Girls, all 
ages ....which will also be shown for the first 





i 


(Ci Oe %% >. \ 


me Uy CDE >) Wir : 


time in our showroom ... And, of course, our 







enlarged line of Nymphette Mannequins with 


additional Junior figures . . . Yi 5 


Remember 


ROOM 


\{ 631 


Hotel New Yorker 








$0.7 
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Mannequins ae 
Designed by 
MAYORGA 
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39 W. 37th St., New York 18, NY. 
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“Help That Sale” 


By W. L. STENSGAARD, President* 
W. L. Stensgaard & Associates, Inc., Chicago 


"We believe that the science of merchandising presentation will continue 


to improve successful retailing. 


It will develog formulas and methods 


by which improved results can be accomplished. This will mean easy-to-do 
display set-ups or arrangements for each specific type and kind of product." 


I. sincerely believe that retailing 
has returned to the era when re 
tailers are again most interested in 

“Helping that Sale.” We will endeavor to 

discuss and illustrate certain basic plans 

and arrangements that we believe provide 
the ability to do a plus job 

\ll selling needs promotion and I believe 
we are agreed on that point. We = think 
there are three basic types ot promotion, 
as tollows: 

1. The every-day best seller) promotion 
job 

By this we mean first determining the 
items in every department that are genuine 
best’ sellers. This may break itself down 
into colors, sizes or utility. This is the 
kind of merchandise that brings repeat 
business and we believe this becomes the 
real. foundation for profitable retail dis- 
tribution. 

2. Promotional and seasonal sales 

By this we mean ideas and items that are 

bject to seasonal promotion, weather pro- 

This volume 


Sul 
motion, fashion promotion, ete 
is important but sometimes I believe really 
too much time and effort is devoted to this 
classification 

3. Price promotion 


dollat 


day promotions, anniversary events and_ the 


By this I mean cut-price items, 


tvpe.of promotion designed to build peak 
trafic and peak volume and do very com 
petitive selling. 

It is mainly the No. 1 classification that 
I will discuss here because I believe sin 
cerely that the independent average smaller 
stores have a great opportunity for doing a 
much better job with best sellers. This of 
course means analysis by lines, different 
departments, choice by items broken down 

Address before the meeting of the Smaller 
Stores Division, National Retail Dry Goods <Ass¢ 
vent 1 Chicagt 


to sizes and colors, as I have previously 
explained. I will endeavor to make a few 
simple examples : 

In the paint section, not enough attention 
is given to white paint. Many times I have 
asked for a gallon can of white paint and 
have been told “We are just out’, or “We 
can get that for you trom the warehouse”, 
etc., ete. I would like to suggest a central 
section in the paint department be set aside 
and devoted to “the right white for every 
job”. This could have a top. piece of 
Colonial style and design, on which was 
lettered the copy “the right white for every 
job”. Attach side panels or other boards, 
perhaps 12 inches in size, on which could be 
line drawings and copy that would indicate 
such as “For the House” “For the Kit- 
chen” “For the Boat” “For the Fence” 

“For the Nursery” —etc. If a paint de- 
partment neglects white paint it forfeits the 
real foundation for a successful paint sec- 
tion. White paint needs promotion and 
hidden values and qualities need to be dem- 
onstrated and exploited. Too much effort is 
devoted to fancies and not enough to staples 
For the interest and dra- 
matic appeal, they must be efficiently illus- 
trated, demonstrated and sold. 

Record section. In this section it is not 
only the popular late hits that are good 
sellers, but sales prove that Beethoven's 
Fitth by the Boston Symphony and the “Nut 
Cracker Suite” by the Philadelphia Syvm- 
phony have been among the best sellers in 


and best sellers. 


the symphony classification for more than 
Yet in many record departments 
when these are asked for we are informed 
“We are just out”. 
should be shown in spectacular or prominent 


ten years. 
These best selling items 


fashion to indicate that they are always in 
stock and the quantities should be ordered 
in ratio to sales 

Plain colored ties. In many departments 
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I note that plain colored ties are ordered 
“assorted”. I know that the best. selling 
colors, such as the deep red, and the dark 
blue, the rich brown, are out of stock but 
there are plenty of light colors and others 
that do not sell in similar volume. Here | 
believe tie racks should actually be marked 
to indicate the exact spacing to be given to 
best sellers in ratio to sales and they should 
be ordered accordingly; otherwise many 
dollars in volume are lost. 

Shirt section. Here again is the problem 
of arranging stock so that there are more 
of best selling sizes, such as 15%. Space, 
location and control of inventory must be 
determined by price classification and by 
lines. White shirts can be dramatically 
exploited, assortment of collar styles can be 
dramatized and promoted. A shirt depart- 
ment that is successful must have an im- 
portant volume on white shirts and must 
constantly exploit to its customers the fact 
that it features the right style, the right 
collar, the right size and sleeve length, ete. 
All of these are important elements in 
“Helping that Sale.” 

Cutlery and kitchen tools. In this section 
[I have noted repeatedly that the best sell- 
ing items are out of stock, while slow sell- 
ing items are allowed to take specific space 
or bins provided for best sellers. First, you 
must know what the best sellers are and 
You must tea- 
ture them accordingly; provide not only 


the ratio of sales by items. 


space for display, but stock space in accord- 
ance with volume. Bins and drawers of 
the same size are not sufficient because items 
do not sell in direct ratio and should not 
be given space of stock in equal ratio. Re- 
lated sales must be encouraged by display. 
Illustrations as to the use of the type of 
kitchen tool is very important. 
Occasionally window promotion to indicate 
that you have the basic assortment and best 
sellers and most wanted items is important. 
People do not like the job of shopping all 
around, especially for staples and best sell- 
ers. They expect to find these as a matter 
of good stock-keeping. 


knife or 


In one larger store we were able to 
ascertain in 18 specific sections that the 
best sellers in each section were out of 
stock. We asked the approximate period of 
time that these items were out of stock and 
the volume lost. The volume lost on these 
18 different items was estimated to be 
$250,000 per year. You can well imagine 
if this were true in as many as 100 items, 
how much volume on_ best 
actually being lost. 


sellers was 


We believe too that much of the time in 
retailing is spent on slow sellers and emer- 
gencies. Obviously these matters do take 
time of management and = supervision but 
when they are allowed to interfere with 
“Helping that Sale” of best sellers they are 
definitely retarding the successful job of 
distribution that a retailer is set to do. 

(At this point a series of photographi: 
blow-ups of displays was shown illustrating 
many different types of merchandise dis 
plays and explaining in detail the reasor 
for each type or kind of design or arrange 
ment and the accomplishments over and 
above the normal method. <A. series oO 
displays was also exhibited to point ow 
how the basics could be included in vet 


[Continued on page 96] 
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ing NOW! For the first time...a STANDARD COLOR CARD 
, W © for the MANNEQUIN AND WIG TRADE! 
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“ALL COLORS IN STOCK 
immediate delivery | 


A MALINA innovation—a standard color 
card which permits your customers to 
see at a glance, 28 lovely colors of 
ARTIFICIAL HORSEHAIR YARN 
for their selection . . . finest 
yarn with that well known 
MALINA finish. 


PEARL GREY 
102 GOLDEN WHEAT és 
103 BUTTERSCOTCH BLONDE : ‘ 
104 HONEY BLONDE 

105 NORGE BLONDE 

106 STRAWBERRY BLONDE 

107 MISTY BLONDE 

108 BEACH SAND 

109 GINGER SPICE 

110 AMBER BEIGE 

111 TROPICANA 

112 COFFEE BROWN 

113 HAVANA BROWN 

114 CUB AUBURN 

115 CHESTNUT BROWN 

116 DARK TITIAN : 
117 TITIAN RED ; 
118 COCOA BROWN 

119 SAND BROWN 

120 INCA BROWN 

121 NATURAL BROWN 

122 BURMUDA BROWN 

123 GYPSY BROWN 

124 BURNT BROWNETTE 


Following our custom, we 

will dye up any spe- 

cial shade at no 
additional cost. 


125 DARK BROWNETTE color cards 
Tie yan Surntahad tree 
127 JAVA BROWN 


JET BLACK on request 










Suppliers of APT Hair - 


111 EIGHTH AVENUE « NEW YORK 11, N. Y. Phone WAtkins 9-7200 
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Garrison-Wagner President 


A BEAUTIFUL COMBINATION nse bala 


Flint Garrison, president of well 
GIANT ROMAN anc GLASS SPARKLE known Garrison-Wagner Company, St. Louis 

display firm, and editor of Garrison’s maga 
zine, trade paper of the retail dry goods 
industry, died Thursday 
morning, October 21, i 
a New York City hos 
pital after a few days 
of acute illness. He was 
72 years old. 

Garrison, together 
with the late George M. 
Wagner, founded the 
Garrison-Wagner Print 
—Flint Garrison ing Company in 1914 

The entry of the firm 
into the display field was a gradual process, 
beginning with the printing of special sale 
material for retail stores and continuing to 
grow through the years in both volume and 
scope until the firm reached its present 
position. 

During his life, Garrison was closely as- 
sociated with the dry goods industry and 
was a nationally known authority in that 
field. He was general director of the 












Oe esis 
































- | 

i. Wholesale Dry Goods Institute from 1929 

44 | until 1938, when he left this position to 
ul é | devote his full time to the editing and pub- 
i lishing of Garrison’s magazine, which he 
ae founded in that year. 
qe The funeral was held Monday, October 
Bt 25, in St. Louis. Bishop Ivan Lee Holt, 
a resident Methodist bishop of the St. Louis 
7: q area, conducted the services. Burial was 
— in Bellefontaine shied 





Macaluso To Travel -_ 
For Adler-Jones 

Better known as “Augie” among his 
friends, A. M. Macaluso of Adler-Jones 
Company, Chicago, is planning an extended 


8 FEET HIGH — 10'/2 FEET WIDE 
or panels 8 feet high by 441% inches wide 


This beautiful background is completely self-sufficient and requires no additional foliage of 
any kind. Graceful poinsettias on oyster white will add to the beauty of any window, and 
the brilliant glass sparkle reflects a luminous glow from the window lights. This sparkle 
glitters in the dark to give additional attractiveness to your displays. SPARKLE WILL NOT 


TARNISH. | trip through the cities in the Eastern terri- 

, ; | tory. As vice-president in charge of de- 
GIANT ROMAN POINSETTIA — 8' x 1014" po lla Oe oe con car ae ai cote ee 
ROMAN POINSETTIA PANELS — 8' x 441, per sheet $ 7.00 | senting the firm’s spring line with a_per- 


Colors available: Red, Green and Blue Poinsettia on oyster white. | sonal investigation into what leading display 


SEE OUR MANY NEW INNOVATIONS AT directors want for the new year. 


DISPLAY MARKET WEEK—December 5-10 ee 
ROOM 636, 637 HOTEL NEW YORKER , 


display director for a large New England 
Manufactured by BSNS SS 


and Southern chain, and as display designer. 
COLUMBIA DISPLAY MATERIALS COMPANY Daughter Is Born 


179 PACIFIC BROOKLYN To Oppermans 


David Opperman, Columbia Display Ma- 
SLEEVE FORMS 


terial Company, Brooklyn, and Mrs. Opper- 
JOBBERS INQUIRIES INVITED 


man are the parents of a daughter, Gail 
Save Time - Get Results 


Sandra, who was born at Lying-In hospital 
on October 10. The baby weighed 4 pounds 
and 13 ounces. 
Perfectly Shaped 

$4.50 pr. — Without Springs 

$4.85 pr. — With Cuff Springs 

$5.00 pr. — With Full Springs 
F.O.B. Factory Sizes 37-38 


TANZER DISPLAY CO. 


6 WALNUT STREET EVERETT 49, MASS. DISPLAY MARKET WEEK 
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Spring and Easter Lines 
HOTEL NEW YORKER ¢ NEW YORK 





NADI 
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Bulkton Bulkton Bulkton Bulkton Bulkton Bulkton Bulkton Bulktou 





Mowing vor “Oring 





Bulktou DISPLAY PAPERS 


Bulkton Bulkton Bulkton Bulktou 
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ON DISPLAY IN ROOMS 540-541. ¢ 

; N.A.D.I. MARKET WEEK HOTEL NEW YORKER R 
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x DEC. 5th THRU 10th. x 
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6 Bulkton Bulkton Bulkton Bulkton Bulkton Bulkton Bulkton Bulkton > 





























DOO LANGL 


GUN 
TACKERS 












PLEASE SEND ME MORE INFORMATION 
ON YOUR DUO-FAST AUTOMATIC TACKERS 


NAME 








FAST-ACCURATE-VERSATILE 


S| | 


r 
| 
i 
i 
t 
5 
i 
| ; BUSINESS__. 
Tacking decorations, displays, and signs frequently in- 4 ae 
volves getting into tight and clumsy places. A Duo-Fast 1 ADDRESS 

i 

i 

i 

i 

i 

i 

t 

i 

L 





Automatic Gun Tacker with its easy, one-hand operation sichbii ele 
—not only leaves the other hand free to hold material— CITY STATE 
MUA tbh 


but—-gets into those narrow places without a squeeze. 
FASTENER CULPORETION 


The Duo-Fast Tackers are fast and accurate. They do 
just exactly what a good display tacking job requires. 
848 FLETCHER STREET, CHICAGO 14, ILLINOIS - J 











There is a complete line of versatile Duo-Fast tackers and 
staple sizes. Write for your free circular on Duo-Fast 
Tackers today! 


1M a 
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FEW vears ago it was necessary that 
: a 


a showcard be bold and blaring It 


was not a good card unless it stood 


] 


erect, straight with vivid lettering that 


practically required sunglasses on the part 


] 


shoppers to shield their eves in order to 


SEC the display itself loday there IS ia 


definite change from this, especially in the 


fashion card It is a gentle story teller, 
casually appearing in the window with subtle 
lignit and sc placed that it is considered 
part of the decor, and not the dominating 
r 

Card-writ isually have a certain tecl 
nique, a stvle that 1s definitely their own 
Commonly used today is the script versio1 
Some use full-flowing, clean-cut lettering 
Others lean more toward the = dry-brush 
t¢ hnique Here at Selber Brothers we 


have incorporated both techniques ot the 


script version, creating style easily copied 


and executed However, we feel that it 1s 


the layout, color and “extras” that make 
our cards a bit different 


The age-old script has been modernized 


DISPLAY WoRLD 


% Gti Sle 
446 Cs C4 SJ 
Colle 
605. 


UCCUSIVE HERE / 





By R. K. "DICK"" PUGH 
Selber Brothers, Shreveport, La. 


Here we have combined the two methods ot 
lettering into an unusual, fast script 
thick and thin pepped up with a dash of 
dry-brush thrown in where it is needed to 
be most effective 

You will note that the width of the letters 
varies; however, the balance of each word 
is maintained This is done by continual 
strokes dashing it off straight through, 
for, just as in bowling or any other sport 


where follow-through and control decide 

the score, it 1s the follow-through in letter- 

ing that counts for a lot 
Careful examination of the cards illus- 


trated will show the “extras” mentioned 


above that make them unusual. Some have 
fringed and even burned edges. 
\ll these little things add to the appearance 
and interest value of each card. Note the 
one with the crimped outward frame that 
\long with fashion 
“extras’’—used sparingly and in 


torn edges, 


gives it an inset look. 
lettering, 
good taste add much to any card 

Perhaps you are wondering what the card 
stock was and the colors used in this group. 


NOVEMBER, 1948 


Fashion Card 


The stock is scrolltex white and the lettering 
is in black, snapped up with gold illustra- 
tions and “do-dads” to add interest. 

This same type of card is equally effectiv 
on dark stock with white or pastel lettering 
You can picture black stock with white 
illustrations, for 1n- 
stance; this would be very effective in dis- 


lettering and pastel 


plays where deep-tone backgrounds art 
used . . the card in the same color as 
the background and the lettering in light 
shades. This is a suggestion for those of 
you who use dark backgrounds and effective 
color lighting. 

The surface of the paper stock used fot 
the cards illustrated is rough and_ pebbl 
This type of stock has a tendency to make 
your dry-brush effects even more noticeabl 
\lso the brush technique used on the cards 
is with a normal amount of showcard colo! 
in the beginning of a word, therefore whe! 
you finish, the dry-brush highlights appe 
more prominently 
or letters in caps that extend above yo 


also on L’s and 1 


lower cases. 
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Leo A. Ball Wins $1,000 
in Beau Brummell Contest 


A total of $1,000 was won by Leo A. Ball, 
Rose & Katz, South Bend, for his entry in 
he recent Beau Brummell display contest. 
Ball carried away the grand prize of $500 
ind first prize of $500 in his store classifica- 
tion. Other winners were as follows: 

Store volume over $1,000,000: first, $500, 
Les Blei, Nebraska Clothing Company, 
Omaha; second, $250, James F. McMullen, 
New Bedford Dry Goods Company, New 
Bedford, Mass.; third, $150, George Allen, 
Castner-Knott Company, Nashville; fourth, 
$75, W. E. TenEyck, L. S. Donaldson 
Company, Minneapolis; fifth through tenth, 
$25, Walter M. Morgenweck, R. J. Goerke 
Company, Union City, N. J.; C. E. Albright, 


Jacob Reed’s Sons, Philadelphia; D. F. 
Heizer, Mabley & Carew Company, Cincin- 
nati; Howard Bumba, Levy Brothers, 


FE. Batchelor, Newman's, Enid, 
Okla., and Donald A. Ferguson, F. G. 
Clayton Company, Detroit. 

Store volume $500,000 to $1,000,000, 
awards the same as listed above: 
Paul Barber, Martin's, Louisville; second, 
C. M. Shrider, A. E. Starr Company, Zanes- 
ville, Ohio; third, Herman Wells, Crawford 
& Zimmerman, Flint, Mich.; fourth, P. J. 
Westland, The Hub, Steubenville, Ohio; fifth 
through seventh, Syndicate Clothing Cam- 
pany, Cedar Rapids, Iowa; Pat Elam, 
Wommack’s, Texarkana, Texas; Marcus H. 
Smith, Charleston, W. Va. 

Store volume $250,000 to $500,000: first, 
Leo A. Ball; second, Richard Thomas, Inc., 
Mobile, Ala.; third, Joseph H. Marshall, 
George H. Wright Company, Huntington, 


Louisville; ¢ 


with 
first, 


W. Va.; fourth, Glenn Partrich, Wiesel 
Company, Tuscaloosa, Ala.; fifth through 
tenth, Empire Clothing Company, Salem, 


Mass.; John Tainsh, L. E. Oppenheim Com- 
pany, Bay City, Mich.; Harold H. Grupp, 
Nelson Clothing Company, La Crosse, Wis,; 
N. J. Meyer, Bremer’s, Iowa City; J. 
Brett, Rosenfeld’s, Pittsfield, Mass.; Edward 
Swain, F. W. Karsten’s, Madison, Wis 
Store volume less than $250,000: first, 
M. L. Gagnelius, Gag’s, Eau Claire, Wis.; 


second, William E. Powell, Blakley- Mitchell 
Company, Bristol, Va.; third, Harry Welch, 
Lintz Department Store, Paul’s Valley, 
Okla.; fourth, Nic Avrami, M. E. Ellatt 
ompany, Atlantic City; fifth through tenth, 
\lbert Williams, Anderson’s, Hattiesburg, 
Miss.; W. R. Land Company, Hamlet, N.C.; 
Rex Miller, Aune-Thune, Redwood Falls, 
Minn.; Edward H. Seim, Seim Brothers. 
Inc., Wausau, Wis.; Carl Jacobsen, YMCA 


Hotel Shop, Chicago; Bolton’s, Greenwood, 
South Carolina. 

Consolation prizes. of each were 
varded to Robert Harbour, Blumberg & 
ons, Dothan, Ala.; Harry Kramer, Joseph 
rank & Son, Nashville; J. W. Kimball. 
eopold Adler Company, Savannah, and 


Hey Brothers, Syracuse. 


$25 


=ditor Appointed 
'o Advisory Board 
Ihe School of Industrial Art, under the 
rection of the New York City educational 
stem, has appointed R. C. Kash, editor of 
ISPLAY WORLD, to the school’s advisory 


ard 


‘‘APOLLO”’ IS STILL THE 
ONLY “‘TRUE-COLOR"’ LAMP 
ON THE MARKET TODAY! 


The Apollo 
lamps show all merchandise in its 
true “dayiite” 
taking merchandise to the window 

.. the Apollo “True-Color” display 
lamps bring out the true colors, 
make matching easy and perfect 


FOR SPECIALTY 
STORES 


Note These Features: 


DISPLAY WORLD 8) 


2¢ MODERN CHROME 


COUNTER DISPLAY LAMPS 


TO MATCH oh MODERN FIXTURES 

















“True-Color” display 
Patented 
and Fully 
Guaranteed 
to Match 
All Colors. 


colors . . . no more 





Pet. No. 
0-75,746 






STORES 


: < at 
Smart eaten Chrome Display Counter Lamps to help sell all types of merchan- 
dise . . . jewelry, hosiery, shirts, lingerie, yard goods, cosmetics, handbags, etc. 


If Your Local Jobber 
Cannot Supply Yor 
—Write Direct 





Patented Swivel Turn, 3/4-way around 

All Metal in Heavy Chrome Plate Finish 

Patented 10-inch deep blue (diamond facet) reflector shows true colors 
and eliminates all yellow cast 

Glass Reflector is Lined with Asbestos, prevents heating of shade 

100 watt blue daylite clear G. E. bulb 

Extra heavy solid base, prevents tipping 

6 Rubber bumpers on bottom, prevents scratching and marring of 
showcases 

Reflectors on ball joint for all positions 





Model No. 100 91 inches hich, operates AC 
or DC. Packed in individual cartons, we 
Ibs. F.O.B. Chicago. Complete 


Established 1934 
55 E. WASHINGTON ST. 


APOLLO ELECTRIC CO. “oscsco2 


Mfrs. of Nationally Famous Jewelry and Counter Display Lamps 








Remember . . . Merchandise Sells Easily When Displayed Under 
An Apollo “True-Color™ Counter Lamp .. . Order Yours Today! 

















Americas Lowes Prices!" 


VISCA TREES GIANT SIZE Photographic 


Bushy, full, and lustrous. Available in 
both green and white. Complete with base. 


Specially Low Priced. 





20" high $ 1.45 ea. 
30" high 2.75 ea. | 
414" high 8.50 ea. 
6 high Ry eae Made trom Your OWN Negatives or frints J 


TRIM-RITE CO. 


315 CLINTON AVENUE 
NEWARK 8, N. J. 


PHOTOCRAFT 


3543 BROADWAY 
KANSAS CITY MO. 

















@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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Cleveland Display Class ts 
Gets Practical Work A 
Now in its second semester, the merchan 
dise display class offered by Cleveland col 
lege, downtown center of Western Reserv 
university, is under the direction of Loui: 
Motto, display director for the local brane] | 
of Franklin Simon & Co. Some 17. resi 
dents of Cleveland are studying the pri P 
sentation of merchandise; they include col 
lege business students, prospective — stor 
Poe owners and store managers. 
ew When the class is not engaged in- in 
MULTICOLORED TISSUE GARLANDS [= Pre ae er ei cg ae 
— talling an actual display for practice, it 1 ny 
ss No. 2190A—8" Wide x 12’ Long—$1.80 Ea. 4 visiting General Electric’s lighting institut 
st No. 2190B—5” Wide x 12’ Long—$1.35 Ea. = to study the latest developments in displa In 
ote = lighting, or listening to lectures from. spc 
“se =( cialists on display from Cleveland's depart 
o*e bY 
iF Inment stores 
(ee . i g@ 14 
in Some of the specific problems taken up 
Ra, are the selection of backgrounds, fixtures , 
rampoesmer uaa: and materials, as well as the coordination 
ot display with other promotional activities 
7 9 No. 2044 — TISSUE BALLS 
1 (6 assorted lively colors) Detroit Display Club 
/ cite 6s A. Hears Editor 
PER DOZ.: $1.10 1.40 1.80 4.90 Preceded b a dinner attended by th 
Asst'd 8”, WY", 19” — $2.40 Doz. club's dheers and guests, thre Detroit Lis 
/ es = i) it tlic CVening of November 4 
a ipianneanaclighpeleioiaphiptteeenenanalll ; Fe it the Foy Shelby hotel \iter a short 
“ \ ag , A >. 1 th Le ll] ld - 
y Y_/ es l ast vies 4 Vas LIU ress¢ 
- ;_ \ha \. Kritell, of the [ S. Maris 
aE 1, = 
omy” . y \ * ( ho aske 1 tl club's. aie Cone VW 
me ae 
T LOW COST! es i. | the Corps’ 173rd W 
A * te % (2. — 
aa ¢ (3 = 
ei £3 i— 1} 16 speak Ot tire evening Was IR ( 
This year — trim with colorful tissue. sam, g = Kash, editor, DISPLAY WORLD, who dis 
: : : a % PS a ul current display trends with spec 
: Create light, festive feeling — es >, Ce i — = reference to the progress being made | 
° x, we ~ 7 é : ‘ 
mes ively! |} —_< i aen sds display in visual merchandising and 
- inexpensively: i EATERS ated 
x PLLA | | : REA. ~ t field as indicated by display Wy 
poses MRE , 
y || PCI are now being conducted 7 
} : No. 2189 — TISSUE WHEELS 
(6 assorted bright colors) Friz-ell In New Post 
j DIAMETER: 12" "S| With Chicago Store 
PER DOZ $3.15 4.90 6.90 IX \\ riz ell, secretal of, the ( hic 190 
\ Asst’d Colors & Sizes—$4.75 Doz. Display Club and former 1 the displa 
‘epartment of Montgomet Ward & { 
LA eet : —, —S, ] ‘ A _ ] 
= Lj res ened order to aCe ig ne ne if 
=< iit Natol Ol \ldens In = | thr SAME cit 
NN Winn Soot \ \1 It Strombe » contil = is the store's 
No. 2190 — MULTICOLORED FANCY TISSUE WHIP display direet Ne 
: D (Small) — 4” x 5’ — $1.90 Doz. Fe 
E (Medium) — 8” x 12 — 1.30 Ea. — $14.50 Doz Former Free-Lance 
F (Large) 10” x 17 — 1.90 Ea. 21.50 Doz With Charlotte Store 
\\ \\ Rego, Jr, is now display and 
advertising manager ot the Ed Mellon Con 
SEE AUSTEN nany. Charlotte. N. ¢ Recently he was 
NADI MARKET WEEK engaged in tree-lanes display in Washing- 
ton, and at-one time was harge of dis 
December 5-10 No. 2110 — WHITE TISSUE BELLS re ad ease cae Hee tg ae 
Pla ANd ACV Sine ” : S Stone O 
HOTEL NEW YORKER HEIGHT: ca | aM 7 eo a enue. Greendae. 
Rooms 622 & 623 PER DOZ.: 70c $I. 1.90 4.80 17. 22. a 
Asst'd 12”, 17”, 26 — $6.00 Doz. — SS 
We invite DISPLAY WORLD 
e ia 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
133-35 WEST 19th STREET © NEW YORK 11, N. Y. ns _ 
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Lennox To Lecture 
At Display School 
Charles M. 
"hiladelphia, 
ires on. silk 
mal Display 


e same city. 


Lennox, of Lennox-Passmore, 
will conduct a 
printing at the Na- 
Institute, 1624 Arch street, of 
Lennox, author 


series of lec- 


screen 


well-known 


subject, will give cight lectures 


latest developments in- al! 


ises of this field. The first will be given 
| ecembet 0, 


on the 
wering the 


Winners Are Announced 
In Display ontast 


SiX prizes, eat a SOO Savines Bond 
ive been awarded. the following regional 
ers in the Carole King junior dress 
la COn.est 
( Batchelor, Newman's, | Okla 
k Early, Gilehri Compa Bostor 
Ba eman, Legeett Dey irtment Store 
( Va be Tinie Walt Bull 
\ rare 1. Wol 
t] | \lliance, O 1 4 
} | Paris, Sa | e Cit 
t test ()tt La ‘ 
> ne lispla \ | 
n | lat | 


Walton Resigns Post 


With Fort Worth Store 





Line 


NOW! Flexible Woodslats and 
connecting Woodballs form many 
versatile displayers! Build back- 
grounds, frames, fences, trellis 
work, etc. There’s no limit to the 
sizes and shapes you can create 
with these inexpensive 
Perfect for window and 
Shipped knocked-down, can be 
assembled easily and quickly. Write 
for price list. 


items! 
interior. 


SCANDIA No. 1231! 


B — Single or Double Line Framing —> 





Winners Announced 


In Charm Contest 
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No Membership Meetings 
For donee elphia pactrseall 


i 


membersh 














A — Background 78” 


high by any desired width. 
Sold by the running yard. 

















ip meetings 4 
1 Associated Display Industri ee — a 
l spent le the balances cK ' ‘ 
ceording t Kdward W: igont Id, C — Screen (In several sizes, assembled) é — ; 
det rf the rganization Members 4 * 
board of directors will continue to meet KC é 
time to time, it 1 11] 4: 
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Spring and Easter Lines 
HOTEL NEW YORKER e NEW YORK 


NADI 


KKEXS Se 4 
27 EAST MONROE STREET 
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SCANDIA No. 1232 


4 different size and shape 


frames. (2 shown here). 


YORK 11, 
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WHERE CAN /| GET 
A GOOD DOLL DISPLAY 
STAND AT LOW COST? 








MODERNAGE HAS 
A BEAUTY - SINGLE DOLL 

STAND - ADJUSTABLE AND 
REALLY INEXPENSIVE ! 













Dolls walk right off 
your counter and 
into tots’ hearts 
when displayed 
standing upright in 
this all-metal, rigid 
fixture. Gleaming 
chrome finish; 4 
sizes; adjustable 
from 7/171°" te 
16/28”. Write, wire, 
call for price today! 


MODER NAGE 
DISPLAYS, INC. 


101 WEST 31st STREET 
NEW YORK 1,N. Y. 











Here is a Hat Salesman that works 
Day and Night, Sundays, Holidays, 
Without Pay 


THATS Mr. HAT-STA 


Known Coast to Coast by 
Hat Display Men 





#19.50 
dz. 


@ PERFECTION WITHOUT EXERTION 
@ CREASE REMAINS PERFECT 

@ STRAW OR PRE-SHAPED HATS 

@ NOT AFFECTED BY VIBRATION 


immediate delivery at your fixture house 
or 


ALPERN’S 


808 PENN AVE. PITTSBURGH 22, PA. 
Atlantic 4130 


Manufacturers—H AT-ST A—Designers 
Illustrated Folder On Request 














DISPLAY WORLD 


Market Group Told 
Of Display's Value 


Arthur M. See, publicity director tor 
Saks-34th Street, New York City, told 
members of the American Market Associa- 
tion attending a meeting at the Hotel 
Sheraton that display can go further than 
advertising in research on its value as a 
selling medium. See's subject was the 
“Valuation of Retail Display”, and he dis- 
cussed in detail the initial research work 
which has been conducted under the spon- 
sorship of the National Retail Dry Goods 
Association. 

Commenting further on display research, 
Howard M. Cowee, who. directed the 
NRDGA study for the School of Retailing, 
New York university, told of the survey 
recently conducted on behalf of the Na- 
tional Association of Display Industries. 
(See the article elsewhere in this issue.) 
Full results of the most recent research 
will be disclosed at a meeting to be held by 
the NADI during Display Market Week in 
New York City in December. 


Elevator Window Displays 
For New Macy Store 


Elevator windows will be used by the 
3rooklyn branch store which R. H. Macy & 
Co., New York City, will open soon. The 
front window, made almost completely of 
glass, will be 46 feet high and 56 feet wide 
and will be equipped with an_ elevator 
arrangement which makes possible the set- 
ting up of two simultaneous displays at any 
desired level. 

Among other features of the store are the 
arrangement of the counters in such a way 
as to enable the free flow of traffic from one 
department to another, and almost 100 per 
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cent simulated daylight indirect lighting. 

The store, containing three floors, is the 
third of four branch stores being built in 
the city by Macy's. 





Frederic Shipman 
In New Field 


Frederic Shipman, of New York City, is 
now making small portable mirror units 
that are particularly adaptable for point-of- 
sale and window display use. While Ship- 
man is still interested in selling franchises 
for larger mirror windows, he believes there 
will be a big demand for these latest pat- 
ented mirror units. Among the stores that 
have recently installed the full-size units 
are DePinna’s, New York City; Rike- 
Kumler Company, Dayton; Martin’s, Lex- 
ington, Ky.; The Diamond Company, 
Charleston, and The Anderson-Newcomh 
Company, Huntington, W. Va. 





Bert Zahn Conducts 


Process Clinic 

Bert Zahn, authority on screen process 
and sign reproduction, conducted a clinic 
on these subjects at the George E. Watson 
Company store, Chicago, during November 
9-11. Zahn’s collection of screen process 
samples, gathered from all over the world 
and representing every conceivable type of 
reproduction, was on exhibit during the 
clinic. 


McKean Joins 
Kay, Inc. 


Formerly executive secretary ot the Poim 
of Purchase Advertising Institute, Norman 
F. McKean has joined the planning board 
of Kay, Inc., of the same city. The firn 
creates and produces point-of-sale material 





FLIGHT 
PROVEN 


PAN AMERICAN 
WORLD AIRWAYS 


—This display of luggage is by Carl Peterson, Black's, Waterloo, lowa. 





As can be noted, the 


background is cut away in the outline of a suitcase, with a shadow-box center showing travel 


scenes from various resorts and transportation companies. 
This display placed second in a recent national contest conducted by Shwayder 


sent rails. 


The displayers are made to repre- 


Brothers, Denver— 
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FIREPROOF — LIGHT WEIGHT — CUTS EASILY — CLEANS EASILY 
Simple as A B C to make any size or shape. 





Manufactured by 
FROSTEE SNO CO. 
ANTIOCH. ILL. 
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U.S. Pat. No. 1890127 





WINDOW 
DISPLAYS 


FROSTEE DISPLAYS will stimulate interest and 
maintain the urge to buy merchandise which is on 
display while the viewer gazes with admiration 
upon the realistic Frostee Synthetic Sno setting. 
Frostee Sno is a display material that is flexible 
in its uses. The same Blocks can be used many 
times for holiday and winter merchandise dis- 
plays. Because of its adaptability to these two 
seasons, an elaborate, Frostee Sno display will 
cost you less than you think. 


DISPLAY JOBBER -:*-HE HAs 


4 -Yol-y ft ey (om -) hele 4 w | o d  odS 
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P-752 


A CHILD 
WILL (S7gp) THEM 
: EVERY TIME 


Pictures of children stop traflie 
as effectively as any policeman! 
There's universal appeal to a 


these Sherman panels .. . an 
appeal that sells the merchan- 


dise. 





For other stoppers, see the 
new Display Guide. It’s free on 
request. Your dealer has the 
complete Sherman line in stock. 


Shemun 


PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


LOS ANGELES * NEW YORK + CHICAGO 


For the quickest way to new back- 
grounds, use Sherman “curve” mate- 
rials. Extra strength and beauty. Extra 
speed in installation. ‘ 


window built around one of 
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Nearly Ninety Exhibitors 
For New York Show 


OHN BOWMAN, managing director of 

the National Association of Display 

Industries, has released the following 
list of members of the organization which 
have taken space for the Spring Market 
Week to be held at the Hotel New Yorker, 
New York City, December 5-10. Addition- 
ally, a number of NADI members” whose 
businesses are located in the city will have 
special showroom set-ups, bringing the total 
number of firms participating in the event 
to well over 100 

\side from the presentation of new lines 
for spring and Easter, the most important 
feature of the meeting will be a detailed 
report on the display research program 
which has been under way for the NADI 
under the direction of the School of Re 
tailing, New York university. More de 
tails on this meeting are given in an article 


elsewhere in this issue. 

The list of exhibitors follows, together 
with their room numbers at the hotel: 
\dler-Jones Company, The 542, 543 
\lleock Manutacturing Company 534, 535 

llied Display Materials 

Go. Tne: 504, 505, 506 
American Model Form Co. 521 
\nkerum Manufacturing Co. 720 
\rkow-Lewis Associates 610, 614, 615 
\rrow Decorating & Fixture Co 733 
\rts & Flowers Displays (ten.) 744,745 
Austen Display 622, 623 
Barrango Company, C, 608 
Bois Smith Studios 736,737 
Bona tide Display & Decorative Co. 644,045 
Botanical Decorative Supply Co 72 
Brunn and Bertheim 522-523 
Bulkley, Dunton & Co., Ine 540, 541 
Carrata Company 633 
( helix, Inc 622,053 
Cole Co., Inc., James A 627, 628 
Columbia Display Materials Co. 636, 637 
Cook and Meier, Inc. 718, 719 
Crown-Mark Paper Corp. 529, 530 
Darling Co., L. A. 728 
Dazian’s, Ine. 549 
Decorative Novelty Co. 527 
Decorative Plant Corp. 517 
Display Bazaar, Inc J22, /es 
Display lffects 620, 621 
Display Kquipment Corp. 708 
Doerr and Associates SP Agel. 
Everetts- Frederiksen Sope r Co. Tne. 607 
Facile Corporation O46 
Fawnfield Decorations 726 
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Feder Industries 734-73 
Ferris-Shacknove Studios 61 
Frankel Associates 7\ 
Fren-Zee Store Equip. & Fixture Co. 52 
Gardner Displays 624 
Gasthoff Company, Ik. W. O11, 61- 
General Display Corporation 639 
General Display Studios O38 
Gould, EY. FA. PDA era e- 
Gireneker Corporation, The O17 
Grimes Display Service, Inc. 518, 519, 520 
Hurlock. Inc., W-. C. 5()3 
Korrect-Way Displays 601, 692, 69 
Liebman Studio, S 625 
London Displays 92, 593 
Lustra-Cite Industries 550 
Lutz, A. 531 
Lynn Display 618, 619 
Magnani Mannequins 635 
Maharam Fabric Corporation Pending 
Messmore and Damon, Ince. 731 
Mileo Mannequins 524 
Modern Displays 721 
Moortgat Studios, The Pending 
Mutual Display Mfg. Co. HO 
Naegele-Horner, Ince. FOP REIS, 
Natural Creations 604, 605, 605 
New Style Studio 538, 939 
Oltmann’s 547, 548 
Park Lane Fabrics Go:, Inc. 725 
Plastic Fabricators (ten.) 51 
Prager, Inc., Leo 62 
R-Tex Company 703 
Radiant Glass Fibers Co. 501, 502 
Reyburn Mfg. Co., The 515 
Rip Studio 536, 537 
Rubner, Inc., Gustave 717 
Schack’s, Ine. 642, 643 
Scheuer Creations, Ine. 632 
Sherman Paper Products Corp. 729 
Shipman, Frederic 739 
Siegel, Inc., Nat 631 
Silvestri Art Mfg. Co. 714, 715 
Staples-Smith, Inc. 716 
Starkman Display Center, Dave 651 
Stensgaard & Associates, Inc., 

We C. 740, 741, 742, 743 
Swivelier Co., Inc. 528 
Takery Corporation, The 540 
Tally-Ho Display Studios 508 
Timely Service, Inc. O48, 64! 
Tri-Allied Creative Displays 640, 641 
Walters Display, Inc. 732 
Weinberg, Frederic 511, 512,514 
Williams, Inc., D. G. 72/ 
Zaria Displays 701, 702 
Zeppen-Field Studios, W. M. HA 


Guth Announces 
New Equipment 

The Edwin F. Guth Company, St. Lous 
has released anew booklet entitled, “Plann¢ 
Lighting Equipment For Creating Outstan 
ing Stores.” This booklet describes in d 
tail new lighting equipment for improvi 
the effectiveness of planned sales lightin: 
The equipment includes show window unit 
wall case units, and others for accent light 
ing. Copies are obtainable on request to tl 
firm at 2615 Washington street 
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Booklet Describes 
"Tear-Drop"’ Cedar 


The novel wood known as “tear-drop 
cedar” is described in an interesting bro- 
chure released by The House of Cedrela, 
Box 387, Davis, Calif., together with a 
numbker of display fixtures and properties 
made from the wood. This type of cedar 
has a peculiar growth rot which forms 
andom designs in the wood; the rot reaches 
a certain stage and then stops. 

Possibilities for its use in display were 
visualized by a displayman vacationing in 
the Sterra Nevada mountains; this was 
|. V. Galindo, formerly display manager for 


the White House, San Francisco, and Meter * 


& Frank, Portland. The company — to 
narket the wood and displavers was formed 
about a vear ago and has since expanded 
greatly. 

Copies of the booklet are available directly 
from House of Cedrela on request. 


Cedar Rapids Club 
Plans Dinner Meeting 

The comparatively new Cedar Rapids Dis 
play Club, of Cedar Rapids, Iowa, is plan 


ning a dinner meeting for the evening of 
November 17, to be held at the Chamber ot 
(Commerce building at 8 p.m. Two guest 


speakers will attend: William) Herber, ot 
W. L. Stensgaard & Associates, Ine., Chi 
cago, and R. C. Kash,: editor, DISPLAY 
WORLD. The meeting is being arranged 
by Helen Fowlhe 


Chicago Club Hears 
Lighting Expert 

Members of the Chicago Display Club met 
it the Hamilton hotel the evening of No 
vember 2 to hear an address by Earl G 
Koehler, lighting consultant and manutac 
turer’s representative tor Century Lighting 
New York City. The talk was accompanied 
ya demonstration of the proper use of 
ighting equipment in display. 

\bout 50° attended the meeting, with 
George D. Stern, Wieboldt Stores, Inc., 
winning the door-prize—an_ electric cooker 


“Shops And Stores’ 
Is New Book 


The subject ot store design 1s covered in 
detail in a new book by Morris Ketchum, 
Ir, under the title of “Shops and Stores” 
\ member of the architectural firm of 
Ketchum, Gina & Sharp, the author devotes 
onsiderable space to windows, lighting, and 
the store front The book is published by 
Reinhold Publishing Corporation, New York 
City, at $10. 
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We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 


course, 
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The Last Word In 


Electrical Turn-Tables 


IMMEDIATE DELIVERY 





INU. ANNM AH 


SALESMAKER 


Does just what the Name implies 


TUATHA LLU 
\\| 





“IT HAS NO EQUAL” 
MAKING PEOPLE 


“‘Come and Buy“ 


Where They Now 
GO-BY 4 


MONE UNSPinys 
get BEM On / 


Increase Your Sales With A 
SALESMAKER TURNTABLE 





Patent Pending 


Carries 150 Lbs. — 115 Volts — 60 Cycle 
Requires No Oiling, No Maintenance, Motor will never 
overheat. Guarantee One-Year Tag on Every Unit. 


Cost Less than 1c a day to operate 
Used and Endorsed by Large Organizations 


Earns Its Cost many times over 
It's Animation right at the Point of Purchase. 





WINDOW OR STORE 


Write for Brochure — Read the names of 50 outstanding 
users of turntables. 





MORGAN - LAPHAM, Incorporated 
1775 BROADWAY, NEW YORK 19, N. Y. 


Plant — New Canaan, Conn. 
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NATIONAL SEZ... 


* "paINT rour winpows witH SWIVELIER* uient: 
* Spring Tension UNIVERSALLY ADJUSTABLE Dependable Socket. 


‘ HUNDREDS OF DIFFERENT SWIVELIER UNITS — ASK FOR BULLETIN No. 122 





Universally Adjustable 


PORTABLE UNITS 


(Heavy Weighted Base, cord and plug) 





Universally Adjustable 
CLAMP-ON UNITS 


uN (1'' Clamp, cord and plug) 
, 








Universally Adjustable 


<> SCREW-IN UNITS 
it 


(Screws into regular receptacle) 


No. 107 [illus.). $1.60 ea. 
SCREW-IN 





/ No. 607AN ae | EXTENSIONS 
o $2.75 each \ 107. 5 ( 5" pipe) $2.35 
aa $2.60 each \ BP 107-8 | 8" pipe). . 2.75 
i = \& = ‘107-11 f \"" eae 3.20 
H107 (illus. 
No. M607 No. H817 $6.50 “me 
$7.50 each $7.65 each (Less Louver) 


(Less Louver) 





LOUVER 
No. V...$1.50 each 














Louvers and Color Lenses available 
for All Shade Units. 











EXTENSION 
UNITS 
H107- 5" . $7.25 
H107- 8" .. 7.65 
H107-11" .. 8.10 








NATIONAL HANGER CO., INC. 


. . . JOBBER INQUIRIES INVITED .. . 
253 WEST 26TH STREET, NEW YORK CITY 1 















Ik BOARDS 





1 
THE GREGGORY LINE HAS THE BES 


SAMPLES 


AVAILABLE 





Working size samples of the Greggory 
“family of five’ display construction 
boards ore available free on request. 
Write today on your store letterhead 
for a kit of samples. The kit includes: 
Striped Bevy Board, Block Bevy Board, 
Flexit, Curvo, and 28-Ply Curvo. 










GREGGORY, Inc. 


2929 S. WABASH AVE. 
CHICAGO 16, ILL. 













| for Libbey-Owens-Ford 


} out more 


} vision to any 


"Selling In Three Dimensions" 
Is lvel Handbook 

A “Handbook of Selling in Three Di- 
mensions” has just been published by the 
Ivel Construction Corporation, 96-20 43rd 
avenue, Corona, N. Y., and will be mailed 
free on request. The booklet contains much 
information of value to executives interested 
in exhibits and displays, including a series 
of rules for good exhibits and examples of 
similar displays that have been particularly 
successful, 
"Golden" Plate Glass 
Available Again 

“Golden” plate glass, production ot which 
was stopped during the war because of the 
scarcity of certain chemicals, is now avail- 
able according to G. P. Mac- 
Nichol, Jr., vice-president in charge of sales 


once more 


Glass Company, 
Toledo. The “golden” glass is said to filter 
than 99 per cent of the ultra 
violet rays in sunshine without impairing 
great extent 


Baltimore Display Guild 


| Elects Kessling 


| ling, 


At an election meeting on October 12 the 
Display Guild of Baltimore elected the fol- 
lowing officers: president, Robert F. Kess- 
Roebuck & Co.; vice-president, 

Schenkel, Hutzler Brothers 
Randolph H. Irwin, 
sonnett, Hecht 
officers were 


Sears, 
Thomas E 
Company; secretary, 
Sears, and treasurer, John EF. 
Brothers Company. The new 


installed at a dinner meeting on November 9 


Callahan Heads Group 
For Charity Drive 

Members of the display advisory group 
appointed for the Salvation Army campaign 
in New York City next January met at 
Lord & Taylor’s on October 27 to discuss 
preliminary plans. Headed by Henry Cal- 
lahan, window display director for Lord & 
Taylor, the group includes: Cecilia Staples, 
Staples-Smith, Inc.; Ralph Adler, D. G. 
Williams, Inc.; Al Bliss, Bliss Display 
Corporation; John Rosenberg, Abraham & 
Straus, Brooklyn, and Tom Lee, Tom Lee 
Associates. 


MacAlister Resigns 
From Ward's 


Paul R. MacAlister has announced his 
resignation from Montgomery Ward & Co., 
Chicago, and his return to the private prac- 
tice of interior decoration, industrial design, 
style consultation and color coordination. 
At Ward's he was in charge of interior 
decoration and industrial design. 


EE, SEEN REO BE NOUR OTE 
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A Message to All Display Jobbers 


Our racks and hangers build prestige and profits for you. 

you know that all our products are guaranteed and may i 
returned for full credit if your customer is not satisfied? Twenty- 
five years of successful selling to jobbers and retailers back 
you up. Write for catalogue and discounts. 


Me 


Sturdy Metal 
Garment 
Rack 


Model SK200 


Sturdy, all- 
chrome, metal 
garment rack 
with patented 
base. A very 
popular model 
rack. 96 arms, 
all-chrome. 
Sturdy and 
practical. For 


VEGA ; 


AOL YS 
\ 


beauty of de- 
sign and gen- 
eral utility this 
rack is unex- 
celled. With 
7 x 1l card- 


OUR NEWEST BLOUSE AND DRESS HANGER holder. 


No. 506-L.—Our newest plastic hanger product. 17” in length COMPLETE 
with nickle-plated revolving hook. Available in crystal and 

colors. Terrific discount to jobbers. This hanger will enable 00 
you to compete against any inexpensive 

hanger on the market today, giving ° 50 
greater value in a heavier hanger. Per 100 


JOBBER INQUIRIES INVITED .. . WRITE FOR CATALOG 


NATIONAL HANGER CO., Inc., 253 w. 26tH street, NEW YORK CITY, | 


Hepresentatives: Mr. Morty Fay, 17 N. W. 2nd Ave., Miami, Fla. Mr. Harry Intrilligator, 60 South St., Boston, Mass. 
Phone Number 25994. Phone Hancock 0504. 
Mr. S. Shapiro, 941 Roosevelt Rd., Chicago, III. K. N. Horwitz, 5370 Pershing Ave., St. Louis, Mo. Forest 8119 


EACH 


The Artistic Satisfaction in the BEFORE and 
AFTER of a mannequin repaired and refinished 
by Franzen assures the ultimate in good taste 
and high style. By air freight or truck, door to 
door service for long distance; station wagons 
serving Chicago and suburbs. Professional 
craftsmanship done under proper studio condi- 
tions providing adequate time for even the most 
difficult repairs. Dependable artistry at ONE 
Reasonable Price. 

Retnah ond 84H 00 Crone Returtishea 8-00 
Facial Decoration and Restyled 


New Wigs Custom Made Prices F.O.B. Chicago, Illinois 


melavacie rlodio 
ff Chicage 














123-125 W. CHESTNUT STREET 
DELAWARE 4274 


MANNEQUIN REPAIR * REDECORATION * WIGS 
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Ss. if 
ee, b 

oe SIA "kh 
-. or a suit, or a very ex- 


pensive sweater or blouse 
. - thru “Sunfading?” 





J/f// 





Life's darkest moment can occur just 
when a customer asks for a garment 
right out of your window. You find it 
so badly faded that it is thoroughly 
unsalable. If it's happened to YOU— 


STOP it NOW! 
Install SUNSHADES! 
Pay for them out of the money you 


save by PREVENTING SUN FAD- 
ING. Write NOW for samples 








and brochure. w 
Re ee ee eee eee ‘ 
' ‘ 
; Please se nd samples of Sun Shade and $ 
, Perma-Shac itective film. and also : 
: y of HOW, ‘TO WIN YOUR DUEL 3 
: WITH THE SUN.” } 
‘ ' 
5 Reare Name ‘ 
’ ‘ 
‘ ‘ 
: ee : 
: ilies : 
} pee ' 
’ ‘ 
4 City State ‘ 
’ ' 
; Bs 
: Jobbers: Write for Proposition : 


THE SUN-SHADE CO. 
IN 


781-83-85 Chancellor Ave. 
DUEL WITR THE SUN) so Irvington 11, New Jersey 


Manufacturers of the Original Transparent Sun-Shade 





"i 
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Los Angeles Firms Prepare 
For January Show 


center in the display a personal tour of one of the major studios 
consultation clinic for in Hollywood. Also on the agenda will bi 
ail over the nation dur-ng a dinner-dance to which all visitors to the 
Display Market Month in = market will be welcome 
January. “None of California’s advantages, whicl 
leading California firms have allowed her to contribute so much to 
heir individual talents uncles the display profession and given her na- 
Calitornia Display Indus tional recognition, has been overlooke:l,’ 
joint and single show according to Chairman Leo Weyman. 
“display of tomorrow” “Every alert, promotion-minded store will 
throughout the nation have representatives here to absorb the 
handising men, store owners — latest trends in visual presentation and con 
ill invited to attend the tribute from their own experience. No stor 
during the month of could afford to miss such an opportunity 
week of activities is for increased sales stimulation 
anuary 17 “Visual merchandising has almost un 
highlights of the special tapped potentialities. Every field—psychol 
visitors will be taken on ogy, art, research—has something to add to 


THE DISPLAY PARADE NOW 114 by Tony Brinker 

















Berore JOINING JOSKE'S, HE 
WAS DISPLAY MANAGER FOR. 
HOWLAND'S, BRIDGEPORT, CONN., 
AND PRIOR. “TO THAT WAS IN CHARGE 
OF MEN'S INTERIOR DISPLAY AT 
JORDAN MARSH, BOSTON. STARTED 
HIS DISPLAY CAREER WITH THE C.F. 
HOVEY COMPANY AND scoTT 
FURRIERS, BOTH OF BOSTON . 








Conpuctep Two couRSES ON 
VISUAL MERCHANDISING FOR THE 
STATE OF CONNECTICUT. HIS 
FAVORITE SPORT, BASEBALL. HE is 
A VETERAN oF 

WORLD WAR TWO. 


DISPLAY DIRECTOR, JOSKE'S OF TEXAS, 
SAN ANTONIO 
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the newly-developed ideas of buyer stimula 
tion. And these new ideas are here, in Los 
\ngeles, being proved. The importance of 
the displayman and his sphere of influenc« 
is rapidly expanding to take in new portions 
of visual merchandising, and more efficient, 
profitable ways of meeting the problems 
this creates are to be found at this market.” 
Kach of the participating firms is plan 
ning something special, it is said. In addi 
tion to the presentations in individual show 
rooms, some ot the exhibitors are joining 
to show under one roof at the Biltmore 
hotel. The Biltmore will also ke the regis 
tration point for all visiting displaymen. 
“Inherent in California styles and displays 
are the casual grace and warmth of living 
which have made the state famous,” asserts 
Weyman. “In addition to being the show 
case of tomorrow's trends, the market will 
f this California in 


show the well-springs « 
spiration. Of late, some of the finest stores 
in the country have been constructed here 
Many have voiced the opinion that to see 
the new trends as exemplified by these 
famous stores would in itself make the trip 
to Los Angeles worthwhile 

The glamour of Hollywood has added 
its distinctive touch to California displays 
and display ideas. The fairyland enchant 
ment that has endeared itself to the nation 
is inescapable, and visitors will carry home 
vith them ideas for more effective and 
challenging methods of merchandise presen 
tation.” 

Chairman \Weyman is being assisted by a 
capable group of manutacturers. Other ofh 
cers are B. A. Jacobs, vice-president, and 
\l Halverson, secretary-treasurer Fred 
Pabery, chairman of last vear’s market, 1s 
chairman of the board of directors. Others 
on the board include Richard Fitzgeral 1, 
Milton Wiewokly and S. Silvestri. 


The firms underwriting the Display Mar 


ket next January in Los Angeles include 
C. Barrango Company; California Display 


Studio; The  Carrata Company; Coast 
Flower Mfg. Company; Emil Corsillo, Ine. : 
Craitmasters; Crystalline Plastics Com 
pany; Deecter Mannikin Company; P. L 


De Luca Company; Eddie Chain Corpora 
tion; litzgerald Display Company; Grant & 
Sons, Inc.; Al Halverson, Inc.; B. A 
Jacobs Company; Kaplan Products & Tex 
tiles; Lor Sales Company; Maharam Fabric 
Corporation; Fred Mattson; Morgan Com 
pany; Newell Cotterell Company; Pacific 
Promotions; Silvestri Studio; Dave Stark- 
man; The Tabery Corporation, and Weifeld 
(reations. 


Auld Heads Display 
For Gold & Co. 


William D. Auld is now the display di 
rector for Gold & Co., Lincoln, Neb. Ron- 
ald Doan continues on as window display 
manager, and Carl Benedict, who has been 
with the company many years, is in charge 
of interior display. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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THE FROST IS ON THE WINDOW 
...but Spring (displays 
will soon be here! 


and as always. TIMBERTONE will present for 
Spring a distinctive assortment of newly designed 
papers. 


These papers will be shown by authorized job- 
bers during the NADI Market Week. Hotel New 


Yorker. December 5th-l0th. Be sure to see them. 


In the meantime. we suggest having your jobber 
PDP So J 
show you the many delightful TIMBERTONE 


Christmas papers now available. 


TIMBERTONE DECORATIVE CO., INC. 
324 LAFAYETTE STREET NEW YORK 12, N. Y. 
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, Attention Display , 
, Manufacturers , 
m A complete line of ° 
e e 
e for immediate delivery! e 
WALNUT MAHOGANY 
e FIR GUM s 
MAPLE OAK 
BIRCH DECO-PLY e 
® and fancy woods! 
All sizes and thicknesses. e 
@ Modern, attractive. these Aetna Ply- 
woods are ideal for display work — can 
e be curved or bent as desired. For cem- 
plete details, mail the coupon today. 
* 
e Among our satisfied customers: 
e Max Sabaroff & Co., @ 
& Detroit, Mich. 
° e W. L. Stensgaard & Associates, e 
Chicago, Ill. 
e Adams & Westlake Co., 

e Elkhart, Ind. e 
* ca 
AETNA PLYWOOD 
e & 
& VENEER COMPANY 
@ 1741 Elston Ave., Chicago 22, Ill. @ 
Phone ARmitage 6-7100 
e Teletype: CG 305 . 
FREE! Latest Teleply Ticker Price List. 

e Mail coupon today. 
POS SSS SS SSS SSS SSSSSVSSSeeSenr,s 


AETNA PLYWOOD & VENEER CO. 
1741 Elston Ave., Chicago 22, III. 


Please send free, latest copy of Teleply 
Ticker Price List giving inventory of veneer 
and plywood you have on hand. We are 
particularly interested in the following ma- 
terials: 





Name 





Address 





City State 





4@ S22 SSS SS SSS SS SSS eeeaeeees = 


DIE CUT DISPLAY LETTERS 


CORK — POSTER BOARD — MYSTIK 
TRANS-DECAL & LETTER PATTERNS 


Free Circulars on Request 


HARRY MICH COMPANY 


1627 S. Michigan Ave. Chicago 16, Ill 











ORIGINAL 


COSTUMES of YESTERDAY 


Rent from 


KATHERINE BURR FLEMING 
76 Rogers St. Tel. 1756 Branford, Conn. 
Write for circular of photos. 














e@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS e 
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CURRENT DISPLAY 
IN CZECHOSLOVAKIA 


[Continued from page 41] 


plastic motives and under a_ convenient 
illumination it gives very fine color effects. 

Metal in its brands is a choice 
material for the creative displayman. From 
aluminum and burnished wires of different 
diameters, with the aid of flat iron and 
bands, very striking motives can be 
made. To prevent rusting and spoiling the 
surface a varnish coat may be applied. By 
“patinating’ wires it is possible to obtain 
the appearance of hammered work. Steel 
shavings, the spiral-shaped waste from 
lathes, are very suitable for decorative pur- 
poses. Wire gauze and perforated sheet 
plates permit creating entire figures and 
heads of most up-to-date design. Motives 
made from such gauze and sheet material 
are unusual in their lightness and with 
color lighting give effects unattainable with 
the use of any other material 


various 


steel 


Plaster presents many possibilities. It 
requires modeling the motive in clay and 
casting in a mould. To avoid the element 
becoming too heavy, it is recommended not 
to fill out the whole mould with plaster. 
It suffices to apply a coat of 2 to 4 mm. 
reinforced by burlap. Various attractive 
patterns may be attained by checkering the 
surface with a comb. The use of small 
quantities of dyes enables very fine pastel 
tints to be realized. 


Plates pressed from cement and shavings 
and straw present a very interesting rough 
surface suitable for coating entire walls or 
partitions of the windows. They are very 
convenient for paint spraying, or patinating. 
Sand, marble dust, pebbles, grit and ceramic 
chips can be caught by a suitable adhesive 


on an insulating plate, veneer, or card- 
board. This makes possible a novel struc- 
ture and by bronze spraying a_ perfect 


metallic appearance may be brought about. 
exist many other ma- 
which 


There obviously 
terials have not mentioned, as 
the extent of this article is restricted. New 
materials to come doubtless will be surpris- 
ing their novelty and unusualness. 
Originality is always effective 


been 


by 


It is our ardent wish to inaugurate as 
soon as possible mutual contact and ex- 
change of views and visits of study with 
our colleagues in all countries with whom 
we were on friendly terms and in collegial 
touch before this second and most. cruel 
world war. We know the fine country of 


\merica and should be very glad to welcome 


\merican displaymen in our country to 
exchange our experience in the common 
work of artistic window display 
Paul Wertz Named 
Display Chairman 

For the local Community Chest drive in 
Birmingham, Paul L. Wertz has been 
appointed chairman of the display group; 


he is in charge of display for Burger- 
Phillips. Volunteers among the city’s dis- 
playmen will paint Chest slogans and em- 
blems on highways and streets throughout 
the Birmingham area, in addition to  in- 


stalling special displays for their stores. 
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PROTECT 


YOUR MERCHANDISE 
AGAINST 


WINTER 
“SUNBURN” 


You have no fear of harmful 
sun rays fading your merchan- 
dise when you use transparent 
PLASTIC shades. PLASTIC 
shades eliminate losses due to 
fading while allowing com- 
plete visibility. 


Manufacturers of the original 
transparent plastic sun-shade. 


For estimate and further information, 


WRITE NOW to: 


PLASTIC SHADE CO. 


83-52 TALBOT STREET 
KEW GARDENS 15, N. Y. 


Representative wanted. Write for details. 




















_ Presentations — 
Instruction 
Murals _ 


Giant Prints 
do a BIG job of attention- 
getting. They’re made 
from ANY copy to ANY 
size you require. And 
they're not costly. 


FREE For your asking — 
the colorful, idea-packed 
R.C.S. Giant Print Book. 
Get your copy of this in- 
teresting book NOW! 





_ WRITE TODAY! 
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Displayman's Paintings 
Have Extensive Sale 

Two water color paintings by Ray Bianchi, 
lisplay director for Goldblatt Brothers, Inc., 
Chicago, have been reproduced by the 
Turner Manufacturing Company and are 
now on sale at The May Company, Cleve- 
land, Jordan-Marsh, Boston, R. H. Macy & 
Co., New York City, and numerous other 
leading stores, including Goldblatt’s. 

Valued at $500 each, the original paintings 
are of a red rose and a Talisman rose. 
When first displayed in the Tribune model 
home exhibit at Goldblatt’s the paintings 
created so much interest among customers 
who wanted to buy them that it was de- 
cided to have them reproduced. They were 
introduced in the latter form with a full- 
color page advertisement by Goldblatt’s in 
the Chicago Tribune. 





"Your Creative Power” 


Is New Book 


Just introduced is a book by Alex Osborn, 
called “Your Creative Power”, which seems 
to have particular interest to displaymen. 
Although the author is the Osborn of 
Batten, Barton, Durstine & Osborn, the 
book is not about advertising. It concerns 
the creative power of the individual, the 
dynamic imagination latent in the average 
man that Osborn clarifies and shows how 
to activate. 

The book is replete with actual examples, 
yne of them being Clem Kieffer, display 
director for The Kleinhans Company, Buf- 
falo, and his system of digging up ideas. 

Published by Charles Scribner’s Sons, 597 
Fifth avenue, New York City, the book con- 
tains 355 pages and sells at $3 





Mannequin Stylist 
On Radio 

Featured on the Martha Dean radio pro- 
gram of October 20, over WOR, New York 
City, was Florence Ferman, stylist for the 
Bal Morall mannequins made in the same 
PEEY. 





Gignac Representing 


Nat Siegel 

Nat Siegel, Inc., New York City, has 
appointed Victor Gignac as sales represen- 
tative in Florida, Georgia, Virginia, and 
North and South Carolina. Gignac was 
formerly in a similar capacity with H. H. 
iould Display, New York 





Peruzzi Joins 
Newark Store 

\ldo Peruzzi has joined Hearn’s, Newark, 
is display manager. 
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AMERICAN MODEL FORM 
MANNEQUINS 


This distinctive '"AMFCO" identification on each 
graceful mannequin is your assurance of deft 
sculpture, smart styling, and eye-catching sales 
appeal for your store windows or your show 


room floors. 








The full line of AMFCO mannequins, artfully 
designed by Ted Latimer, is shown (in attractive 
groupings that immediately suggest logical dis- 
play arrangements for YOUR needs) in the giant 
AMFCO auditorium at the address below. 


You're welcome to visit at any time! 


P. S. 


Be sure to visit 


the AMFCO 
Display Room 
at the 


NADI SHOW 


Room 521 


HOTEL NEW YORKER 
NEW YORK CITY 


WEEK OF 
DECEMBER 5 





38 GREENE STREET AMFCO's new, profuse- 


NEW YORK 13, N. Y._Y illustrated, 16-page 
brochure is yours. FREE 
Cc A nd I 6 - 8 2 5 9 for the asking! 











CHANGEABLE 
NAME STRIP 


DIRECTORY BOARDS 


for Department Stores 


THE H&S, POGUE CO 
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or 
CLP Nee 
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SEND FOR ILLUSTRATED FULDER 


ACME BULLETIN CO. 


E. 12th Street, New York City 11 














WATERBURY 


ELECTRIC 
TURNTABLE 


$9.00 


72 Inch Top 


For revolving merchandise dis- 
plays. Self-starting. Noiseless. 
Revolves about 21% times per 


minute. 
115-120 Volt A.C., 50-60 cycle. 
Capacity 3 lbs. 


top and base. Economical to op- 


Durable plastic 


erate. Supplied with 8-foot cord. 


WATERBURY COMPANIES, Inc. 
Waterbury, Conn. 
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Display Groups To Meet 
During Market Week 

Memlers of the planning committee for 
the display group of Allied Stores Cor- 
poration met recently in New York City to 
ouiline the sessions to be held by Allied's 
display executives when they meet during 
Display Market Week early in) December. 


William Caddelle, display director — for 
\llied, is chairman of the group. Attending 
the mecting in addition to Cadelle, were the 
following: Paul Niles, Golden Rule, St 
Paul; Walter Krysto, Jordan Marsh Com 
Pal . Bos <‘c i: Walter Klein, \ Polsky 
Company, Akron, and Walter Spiro, Gertz, 
Cac“bss 
Phe Frederick Atkins display group will 
Id meetings during the New York 
vent ] been announced, with December 
7 a e selected date Following a breal 
at the Biltmore hotel, those present wall 
discussion of architectural influences 
display, tashion trends, cooperation be 
twee the display cepartment and the store 
ent ffice id IN] ti\ 
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study from different stores on the relation- 
ship of the display appropriation to the 
total publicity appropriation. 


Nude Mannequins 
Barred In Atlanta 


The familiar protest against nude man 
nequins in display windows, which bobs up 


} 
} 


here and there at sporadic intervals, mad 


its most recent appearance in Atlanta 


Is of complaints, mostly 


Following “hundre 
from women” against dressing mannequins 
in uncurtained windows, Police Chief Her 
bert Jenkins issued an edict to all stores 
that mannequins must either be clothed be- 
fore making their appearance in win lows, 
or that curtains must ke drawn while the 


dressing 1s going on. 


Albers Heads Display 
For Coppin's 

William Albers is now display manager 
of Coppin’s Department Store, Covington 
Ky. He was previously with Loring An 
drews, Cincinnatl, 


—Paul McCobb demonstrates a novel technique in this display at Modernage, New York City. 
The store's all-glass front was an ideal subject for building a complete house through the win- 
dow glass on to the sidewalk. The picture shows a portion of the living room's large window, 
canopy and ledge and portion of the planted area which extends all around the facade of the 
home. McCobb's architectural supports are a new venture in the use of abstract form— 
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Ninners Announced In 


Samsonite Luggage Contest 
Kniries were judged recently in connec- 
n with the first annual Samsonite luggage 
ndow contest and the top three prizes 
re awarded to the following men who 

ated the winning displays: 
First prize, George Allen, Castner-Knott 
mpany, Nashville; second, Carl C. Peter 
James Black Dry (goods Company, 
verloo, Iowa; third, James FE. Bjork, 
\llister Schoen Company, La Grange, III. 
Phe three judges were Glenn Gundell, 
tising and promotion manager of the 
tis Publishing Company; H. Ford Perine, 


| \. Korchnoy, sales promotion and 
handising director of Esquire, Inc 

reason for the large number ot 

es was obvious, for the prizes were 

of the most impressive ever offered in 


low contests of this nature 


] 


o to Hawaii via Pan American Fly 


Clipper, and James Bjork, the t 


et been appointed by Blum’s 
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aida directot Ol Liie magazine, 


first prize Winner, (seoree \llen, 

' 1 ‘ 

1 as his award a tull week all 
nses-paid holiday at Sun Valley; Carl 


chose a round trip trom. San 


lve t 
| : 
( | 1h11¢ i tire 
, sale r 1 S r 
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Col \ a | 
Cassidy Resigns 
At Blum's 
{ \ rte rt a cent ‘ 
director for tl Blum Store, Phil 
William J. Cassidy has resigned 
ymnounce his plans tor the future 
taking a short vacation. No successo1 
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Exotic Tropica Disptay Items 
For Winter Cruise Winpows 


ARTE fh r MOEN aw ARR TABS Atanas ££ wre 
Sibehseolag bb Jeri a AND ritN PALM LEAVES 


mere A r=leWal od 
& [CA STENS 


NATURAL AND ARTIFICI ERNS 


PIAA Ue As RING PALA DE ICiAL a > 


Ame 


PAMPAS PLUMES -—- UVA GRASS 
SWEET GUM BARK 

TROPICAL WOVEN GRASS MATS 
NAUTICAL DISPLAYS 

FISH NETTING 

NATURAL SEA FANS — STAR FISH 
CORAL — SEA SHELLS 


All Items in Stock for Immediate Delivery 


Our Christmas Disnlay Cataloaq No. 214 shows a complete line of 


tropical disnlays. If you do not have a covy, write for it today! 


GARRISON-WAGNER CO. 


_ 2018 Washington Avenue 
AMERICA'S MOST COMPLETE LINE OF DISPLAY MATERIALS 





St. Louis 3, Missouri 
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New! | 
Plastic covering material 
Solves toughest display problems 








stays bright...looks right...won’t chip, crack, peel, or fray 


nukes 12 stunning colors 


for handsome, | t 
or nanasome, iow cos Sunfast, Washable 


* Fl i 
oor covering “a damp cloth keeps it spotless!” 


* Show case trim 
BFE aco 


* Draping material 
24 YARD ROLLS 42” WIDE 


* Sign cloth 
* Wall covering 

FREE Marvalon Swatch Book 
Write today! 





* Counter covering 
* Paper sculpture 


Cut it! Stitch it! Paste it! Pleat it! 








Jobbers’ inquiries invited 


réduauce SIGNS AND DISPLAYS, INC. 


EXCLUSIVE DISTRIBUTOR TO SIGN AND DISPLAY INDUSTRY 
251 MARQUETTE AVENUE + MINNEAPOLIS 2, MINNESOTA 








ue 
You are Coerwaginvited.. a 


4 


e™~ - - 
piece de resistance 


decor in black and white 


presented by heau monde 


Rooms 601-2-3, Hotel New Yorker 
N.A.D.1. Market Week, Dec. 5-10, 1948 


THE ART PRODUCTS COMPANY 


5158 West Outer Drive CLEVELAND OFFICE 
DETROIT 21, MICHIGAN 1101 Power Ave.. 5th Floor 
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“HELP THAT SALE" 
{Continued from page 76) 


simple inexpensive tables or how they coul 
be incorporated in some elaborate fixtures 
regardless of the type or kind or cost of th 
display, they can easily include the basi 
essentials that “Help that Sale.”) 

We believe that the science of merchan 
dise presentation will continue to improve 
successful retailing. It will develop formula 
and methods by which improved results car 
be accomplished. This will mean easy-to- 
do display set-ups or arrangements for eacl 
specific type and kind of product. For ex- 
ample, the notions department needs a 
different set-up than is required for neckties 
or lawn mowers or paint. The basics in 
neckwear will be color, pattern and price 
The basics in hosiery will be size, color and 
price. 

To sum up my suggestions tor “Helping 
that Sale”: 

Know what you want to sell. 

Know what people want to buy. 

Know what to tell about what you sell 
Know how to show for better, quicker 
sales. 

5. Know how to encourage related sales 
6. Know best sellers in every line. 

7. Know hidden values and how to show 

8. Know your volume objectives by items. 

9. Know that your sales people know all 

they need to know. 

Too much is wasted because it is guess 
work. No store has yet spent enough of its 
selling effort and promotion money on best 
sellers. Too often management considers 
display as something of minor importance 
In my estimation that all depends on what 
you believe is the function of display or 
merchandise presentation. Too often the 
subject is considered a problem or a flock 
of problems. We no longer believe that a 
problem is a problem. We believe it is a 


ee eel oe 


management detail that requires decision 
and action. 
May we recommend your careful con- 


sideration of “best sellers and basic stocks 
and basic display and basic follow through” 
Two hundred items of best sellers properly 
supervised and organized for better, easier, 
quicker selling can add tremendous worth- 
while volume without much expense. Just 
talking about it is not sufficient, it requires 
experience and ability, it requires the best 
physical arrangement and engineering to 
make sure that each and every day obtains 
the maximum volume at the lowest possible 
cost per transaction. 
We recommend that 
begin to 


store management 
example, one best 
seller in each department, find the formula 
by which you are sure of basic inventories 
at all times and the best possible presenta- 
tion. Tell what people want to know, 
briefly, and record of improved 
sales volume by week, by month and make 
a graph. 
supervision to find some best sellers and do 
find the way of “Helping that sale’. As 
this is accomplished more time will be 
available for other classifications of pro- 
motional effort and also this experience wi! 
help greatly to improve the formula and 
methods for doing more effective pron 

tional jobs of all types. Encourage ever 


realize, for 


keep a 


Encourage store 


| one concerned with selling to learn methods, 


formulas and ways to “Help That Sal 
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Gee Announces Winners 
In: Story Contest 


Thomas L. Gee, Oklahoma City, has 
innounced the winning entries for stories 
lealing with humorous happenings in dis 
jay. Selections from those submitted to 
im will later be published by Gee in book 
form. 

First prize of $50 went to J. Phil Preddy, 
Krauss Company, New Orleans. Second, 
$25, was won by Leo Van Coutren, Saffern’s 
Department Store, St. Louis, and third went 
to H. R. Patrick, McAtee, Lyddane & Ray. 
Owensboro, Ky. Five dollar awards wert 
made to Susie Kuhn, Hemen Johnson 
Furniture Company, Shreveport; Stan Fifer 
Mansfield, Ohio, and Joe Albright, Elwood, 
Indiana. 

Edward Rupp, New Cumberland, Pa.,. won 
$25 for submitting the tithe judged best 
‘Mannequin Bares All”. 


National Packaging Show 
Set For Atlantic City 


The American Management Association 
has announced that its 1&th annual Na- 
tional Packaging Exposition, largest in the 
history of the event, will be held May 10-13, 
1949, in the public auditorium at Atlantic 
City. More than 200 exhibitors will utilize 
110,000 square feet of space to display de- 
velopments in packaging and related sub 
jects. The annual four-day conference will 
he held concurrently with the exhibition 


Plastics Productions 
In New Location 


Ralph F. Chambers, president of Plastics 
Productions, Inc., formerly located at 1602 
Pauger street, New Orleans, announces the 
removal of the firm to larger quarters at 
322 Tchoupitoulas street, and a change in 
itheers of the company. Aruns Callery was 
lected to serve as vice-president and 
Kiliam Huger as secretary-treasure! 

Krwin Reveri, former production supe1 
intendent of a large plastic house in New 
York City, has been appointed to a similar 
position with the New Orleans firm. The 
ompany’'s change in location is the second 
xpansion of Plastics Productions, Inc. dur 
ng the past two vears. 


Booklet Gives Details 
Of Air Shipments 
Robert Gair Company, Inc., 155 East 44th 
street, New York City 17, has available on 
equest a 44-page booklet called “Air Car- 
roes” which gives details as to the re- 
uirements of packing for air shipments, 
vhat can be shipped by air, official classifi 
ition, and similar data. There is no charge 
the booklet. 











We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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THE FIRST, NEW, MODERN VALENTINE 


DISPLAYERS THAT SAY 
“HAPPY VALENTINE’S DAY” 


to every passerby and to you... in 
extra sales and profits. 


Only Krystalite, the bright, feather-light, practi- 
cally unbreakable and washable plastic, combined 
with lacy, yet sturdy Whirl-Mat border makes 
these displays possible . . . and Glo-Brite brings 
them to you for stepping up sales of all Valentine’s 
Day merchandise — candy, cosmetics, jewelry, etc. 





No. V-1840 Heart with Shelf Displayer. Siz 
5” x 22” x 7” overall. Each $7.00. Als 
ivatlable in $5.50 and $3.50 sizes 








They’re perfect for counter, background and 
center pieces (average weight 6 ounces). They 
are supported by easels or just four straight 
pins. Ideal for manufacturers desiring to 
give their sales a real lift! Offered in 3 dif- 
ferent styles and 9 different sizes. 


No. V-1721 Dimens:onal Three-Tier Heart 


Plaques. Size: 25” x 22” x 4”. Each .. $6.75. 


Also available pn $5.00 and $3.00 sizes 





No. V-1915 Heart 
Unit 25" x 22 x 10” overall Fac 


$7.00. Also available in $5.50 ar 


with Base Displayer 


s17¢ 


All models shown are supplied with wire 
easel at a slightly additional cost. 


DISPLAY DEALERS 
PARTICIPATION IS INVITED 


Write today for sales photos and 
portfolios 


RODUCTS ING 6415 N. CALIFORNIA AVE. 
p ’ » CHICAGO 45, ILLINOIS’ 
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-Chom 
TRANSPARENT SHADES 
protect your valuable window 
displays from sun-fading—give 
you unequalled “Sun Protection 


plus Visibility” for more sales 
and greater profits. 


SEE THE PROOF! 
Wake this free test! 





MAIL coupon for generous test sam- 
ples of /nfra-Chem in popular colors 
and new colorle SS ; 
TEST /nfra-Chem in your 
brightest sunlight 

SEE how wip) 


fades to a costly 


W iIndows 11) 


tected material quickly 
sunburn loss! 
JUDGE for yourself how /nfra-Chem 
protects material from sun damage 
valuable 
fully salable! 


MAIL THIS COUPON TODAY 


keeps displays safe and 


Yes, mail me full information, plus test samples 
I want to see Intra-Chem’s amazing “Sun Pro 


tecuion plus Visibility’’ for myself! 


Name Position 

Store Name 

Street 

City : State 

Uti ass ni en sacs ia eis, ds ee ea 
[ 

|_| |RANSPARENT SHADE CO. 

l P. O. Box 2135, Dept. IL 


Terminal Annex, Los Angeles 54, California 
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MACY'S MAKES A LADY 
[Continued from page 58] 


Each of three windows north of the main 
store entrance was laid out according to a 
general plan whereby the construction work 
was at the right of the display and the 
mannequins watching the process were at 
the left. The three windows south of the 
main entrance were laid out in reverse. 

In an effort to capture the authenticity of 
factory, without 
the adjacent fashion group, it was decided 
to reproduce benches, booth, 
plaster realistically, but to 
stylize the color of the tableaus. This was 


a mannequin messing up 


work spray 


moulds, etc 


done by using the soit greeny-beige of the 
modeling clay for color key and _ value 
tempo. Sculptors’ and workmen's clothes 
were soaked in “Clorox” to give them a 
soft washed-out beigy tone. Props were 
painted a tone slightly lighter than the 


modeling clay. Natural monk’s cloth was 
draped behind each scene and pulled out on 
the floor beneath the 
pleasant monochromatic unity. 
faithfully realistic factory en- 
that would make a_ figurative 
hearth before which the merchandise could 
flicker and flame. 
no aggravating 


group to give a 
Thus was 
created a 


vironment 


The monotones exercised 
over the 
coats, and accessories shown. 
used for afternoon 
(mostly 
of imports) and three windows for tweeds 
and knits. 

After 
went to work on 


color controls 
dresses, 
windows 


Three were 


formal and evening dresses copies 


theme, Foley 
form and line. In order 
as well as psychological 
arranged the tableau in an 
informal pattern. The three dressed figures 
at the opposite side of the window were 
arranged in a formal and elegant manner 
This mannequin layout refreshing 
change of pace from the informal groupings 


establishing a color 


to achieve visual 


contrast, he 


gave a 
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usually strived for. Incidentally, in select- 
ing the props for the factory scene, exciting 
new contours such as the inside shape of 
the waste-mould (which when lighted be- 
came a thing of mobile and rhythmic 
beauty) were unearthed. 

The factory group was lighted with rela- 
tively low value floods, with pin spots high- 
lighting the special manufacturing process 
demonstrated. The three dressed mannequins 
were brilliantly lighted. The back wall was 
bathed in a strong purple-blue to serve as a 
foil for the front elements. 

The “making of a lady” remained in the 
windows for two weeks, and at no time did 
it fail to stop traffic. No one found the nude 
clay model offensive, and of the many 
favorable comments passed on the sidewalk, 
one lady seemed to wrap up the best over- 
all criticism when she noted that: “Making 
a mannequin is either easy or impossible.” 


Baltimore Firms 
In Merger 


saltimore Display Industries, 106 West 
Baltimore street, and Hanover Display Cen- 
ter, Inc., 7 South Hanover street, Balti- 
more, have merged. All future business of 
the two firms will be transacted under the 
name of Baltimore Display Industries, Inc., 
at the 7 South Hanover street location. 

Joe Snyder, of Hanover Display Center, 
will now be associated with Lee Knable 
and Mack Baron in the above-mentioned 
firm. Israel Lebowitz is no 
ciated with the organization 


longer asso- 





Salmon Joins Staff 
Of Lord & Taylor 

Formerly with Saks-Fifth Avenue, Holly- 
wood, and The White House, San Francisco, 
Ogden Salmon has taken a position with 
the interior display division of Lord & 
Taylor, New York City 





—This is the display which won first prize for W. S. Grover, H. & S. Pogue Company, in a local 
contest sponsored for the benefit of the Cincinnati Symphony orchestra— 
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NOVELTY CHARACTERIZES 
LOS ANGELES DISPLAY 


[Continued from page 47] 


o the column was a large clump of grapes, 
xpressing the autumnal theme. Fastened 
o the gray back wall was a large golden 
iask of Bacchus. Lengths of dress goods 
vere fastened to the column and swept in 
rraceful folds across to the mask and then 
lropped to the floor. At the other side of 
the window was a mannequin dressed in a 
lress made of the same material as that 
lraped in the background. A large Vogue 
pattern envelope and several regular size 
nvelopes were placed on the gray floor. 

“Black Sophistication” was the title of 
Display Director James O. Bowes’ series of 
fall ready-to-wear windows at Ivers De- 
vartment Store in Highland Park. A single 
mannequin, completely dressed in black, was 
ised in each window. In the background, 
a large shadow-box type frame served to 
hold a length of gold cloth. Immediately 
in front of the frame was a large decorative 
vase holding several sprays of autumn 
foliage. Gold glitter was placed on the 
floor along with a selection of accessories 
to wear with the “Black Sophistication” 
suits and dresses. 

Display Director Stanley E. Thompson 
ind Art Director Philip Masnick did an 
ye-catching series of 14 windows promot- 
ing gray as the fashion color for fall at 
The May Company. A gray rug was used 
mn the floor and large decorative gray 
frames were hung at angles in the window. 
Leaves made of gray rattan were suspended 
from the ceiling at various heights so that 
they seemed to be centered in the various 
sections of the large frames. The back wall 
was dark gray. White and light blue 
lights were used throughout. The four 
small accessory windows in this promotion 
vere treated with similar props. 

\ nautical setting was used by Display 
Director Anthony Golff in a series of men’s 
windows at Milliron’s. The windows were 
ised to announce Milliron’s new line of 
uits and topcoats — “Clipper Craft’. Con- 
equently the nautical setting seemed to be 

natural. The background was made of 
mstruction board and painted a battleship 
ray. It represented the side of a ship and 

is complete with portholes and a_ rope 
idder. A length of heavy rope swept across 

e center of this prop. The display cards, 
lso battleship gray, were cut in the shape 

pennants and lettered in black. Acces- 

ries were placed on the floor and on the 
ings of the rope ladder. 





Heller Addresses 
Fashion Group 

Robert Heller, industrial designer and 
esident of Robert Heller, Inc., of New 
ork City, was the guest speaker at a 
incheon forum held by the Philadelphia 
ashion Group at the Hotel Warwick in 
‘hiladelphia on November 1. His subject 
s “To what extent should a store attempt 
’ guide public taste?” 

Heller illustrated his provocative talk 
vith color slides of the Alexander Smith 
ompany’s Clara Dudley Workshop in 
Vhite Plains, pointing out how one national 
nanufacturer is improving customers’ taste 
irough their decorating service. 
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Virite for 
this catalog Today 


on the new 


Multi-Outlet 
Wired Strip 


that gives you a 


SPREAD 


of outlets 





You'll find in this booklet: 


Ga.) How easily PLUG-IN STRIP 


is installed. 


(2.) A complete illustrated cata- 


log-chart of all the parts and 
fittings required for any job. 


(.) Instructions on the use of 
LOPO-TRIM—the metal 
quarter-round for housing 


telephone and other low- 
potential wiring. 


PLUG-IN STRIP 









STEP 6 


Cut-in-the-field instructions 








wi is No soldered 
} 





Y § or screwed 
\ f connections 
STEP 7 


The Coupling 











Plug-in Strip and LOPO-Trim are listed by 


UNDERWRITERS’ LABORATORIES, Inc. 
Sold through leading Electrical Wholesalers 





Use PLUG-IN STRIP and 
LOPO-TRIM for: 

Displays 

Windows 

Show cases 

Kitchens 

Soda Fountains 

Offices 


Repair Departments 


+ + + + + HF H 














NATIONAL 
PRO0U' 


National Electric Products Corporation 
1310 Chamber of Commerce Building 
Pittsburgh 19, Pa. 


Please send me your NEW PLUG-IN STRIP 
Catalog No. CF-2. 









Na i onal Elecedic: Products Corporation : 
Pittsburgh, Pa. 
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You are cor Fe epinvited..J 
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e™ a e - %, 
piece de resistance ae Me 
decor in black and white 


presented by heau monde 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 


NAYTHONS DISPLAY FIX. CO. 


909 ARCH STREET _ PHILADELPHIA 7, PENNSYLVANIA 








tear drop cedar from california 
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DISPLAY CONDITIONS 
AND TRENDS 


(Continued from page 54] 


Bogota (2,670 meters above sea level 
Medellin, Baranquilla, and Cali are the 
most important cities, the most influentia 
commercial centers. But there are a few 
other cities with either historical or other 
remarkable places giving pleasant impres- 
sions to the visitor. 

When I came to Colombia ten years ago 
practically there was still unknown the new 
art of display. Not even there was any 
really good retail department store. Stores 
made up in the old-fashioned manner, no 
open counters, no good lighting, no trained 
sales girls, and so on. But soon. started 
the era of modern evolution. 

The immigration 6f many Europeans dur- 
ing the years of 1938-39 helped a great deal 
to transform the commercial life. Window 
installation started to be taken in serious, 
and the few displaymen here did their first 
jobs in crepe paper and the like to cover 
the old-fashioned backgrounds of these win- 
dows. 

But soon everything changed. Today we 
have several modern retail stores with open 
counters and with a well planned and wel! 
doing department of display for windows 
and interiors. 

But there is no organization of display 
men here as in the United States. Here 
are only very few fellows working in the 
display field, and are doing a rather good 
job if you keep in mind that there is no 
display industry, too, and everything needed 
has to be done at home. 

Some displaymen are doing tree-lance 
work in the larger cities, but they are doing 
a mere routine work only. Sometimes you 
will see in those windows an over-emphasis 
on sales merchandise . . no artistic dis- 
play, no dramatization at all. 

With a long sight of a steadier income it 
will pay more safely to work on exclusive 
contract basis with one of the greater re 
tail or department stores operating in Co 
lombia. Among these stores of importance 
there are Almacenes' Ley, Ltda., witl 
branches in Baranquilla, Bogota, Cali and 
Medellin — where I am working during the 
last six years. (It may be of interest to 
readers to look over my report on “Display 
in| Colombia”, DISPLAY WORLD, June 
1946.) 

It is very difficult to get here in_ the 
country good display material. For ou 
stance, mannequins used in some stores ar 
imported directly by the store owners fron 
the USA. There is no source of decorative 
papers, fine artificial flowers for display 
purposes, or any other ingredients of dis 
play 

Naturally, one can buy here some certatl 
classes of papers and the like for windows 
hut no specialties at all. Paintings, back 
grounds, posters and price tickets and. th 
like have to be made in our own department 
of decoration. Display fixtures for window 
and counters have to be imported from tl 
USA 

Use of Iighting is permitted nearly all tl 
vear around. Only a tew months durin 
the vear are there a few restrictions 0! 


account of lack of sufficient water supp! 
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for the turbines of the electric plant. (This 
refers to Bogota mainly.) But engineers 
ire now studying to increase the efficiency 
1§ Bogota’s plant. 

There is no special trend to any extra 
ighting in our windows, only general flood 
ighting. I have proposed to the managers 
if our stores to spend more attention to 
special lighting methods, and expect to go 
ihead the next time we are going to change 
uur Bogota local store into a greater and 
more modern one. 

The customs duty, as an example, on 
imported mannequins is $0.45 for the Kg., 
mut there are plenty of restrictions on im- 
portation of nearly everything now today. 
No license of importation will be given on 
iccount of internal difficulties on currency 
value. On the other hand there is a_ big 
increase of the budget spent by the retail 
ind other stores on display trends and 
service of window installation. 

I expect there will be a good business 
for display material about a few years later 
if the reconstruction of Bogota wiil be 
turned out to be a good one. 

As a matter of fact, Colombian people are 
grateful for the new art of display and 
generally pay recognition to its artists. On 
the other hand, it is very difficult for a 
good art director to create and do elaborate 
good display the year around, spring, sum- 
mer, winter and autumn without the slight- 
st difference. 

There are no “special” weeks to. give 
hance to any special arrangement for win- 
low or interior display. Interior decora 
tion is done only at Christmas. 

There the reader will understand that 
DISPLAY WORLD is a real revelation 
ind inspiration to me. For any able artist 
it is easy to adapt and transform any good 
dea, and with imagination and flexibility 
i well prepared individual can do good 
reations and form a little artistic world 
t his own. Of course no comparison can 
«© made of what can be done in othe 
ountries with a longer background of dis 
lay. We have to remember the charactet 
ind circumstances of Colombia 

(For further details, Werner Ilmann will 
e glad to answer any letter which may be 
vritten in English, Spanish, German, Danish, 
Swedish or French. He can be addressed 


care of Almacenes Ley, Ltda., Bogota.) 


Denner Is Promoted 
At Stix, Baer 


\ member of the display staff ot Stix, 
saer & Fuller, St. Louis, for more than 20 
ears, Carl Denner has been promoted to 
the position of first assistant. He will 
erve under Howard Backer, who was made 
lisplay director a short time ago 
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Spring and Easter Lines 
HOTEL NEW YORKER ¢ NEW YORK 


“NADI- 


DISPLAY MARKET WEEK 


DISPLAY WORLD 


‘Spring 
Ty i KY bY bs 


‘SUlMmer 


t’s definitely different, glo- 
riously new: it’s smart and 
exciting and waiting for you. 
the line that America’s top 
stores aceclaim,now even more 
wonderful -- that’s been our 
aim! 
promotional, decorative units 
galore; smart little pieces to 
fit any store: delightful con- 
ceptions in colors precise: 
MA et eae ee 
sensible price. 


arkow-lewis 


a | Co ee a or 


rooms 610 -l4-I5 
hotel new yorker 
nadi market week 
deeember 5 to 10 
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For 
EYE 
APPEAL... 


Ballou’s 


CRYSTAL BEADS 


for outdoor displays 


GOLD BRONZE POWDERS 


all shades and grades for any purpose. 


GLASS TINSELS 
Silver, Gold, Red, Blue, Green, Black 


and Special Colors made to order. 
SNOWFLAKE MICA 
Especially attractive for Holiday dis- 
plays. 
ALUMINUM POWDERS 
AND PASTES 


lettering, screen processing and decor- 
ative purposes. 


DIAMOND DUST 


obtainable in seven finenesses. 


PLASTIC FLITTERS 
Obtainable in Silver, Gold and many 
colors. 


Write for Samples 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 




















Spring in December 


at 


HAMBERGER 'S 


As always, we are looking forward 
to meeting our many display friends 
in our showroom full of new Spring 
creations during New York Display 
Market Week, December 5-10. 


Stop in and let HAMBERGER help 
you with your display needs. We 
look forward to your visit with much 


anticipation. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST.. NEW YORK CITY | 

















DISPLAY WORLD 


THE SILENT SALESMAN 
[Continued from page 72] 


with minimum surface brightness at their 
light source. This type of illumination is 
soft, pleasant, and provides overall lighting. 
Due to its soft, diffused quality it is used 
for lighting in ceiling coves, behind light 
baffles, etc., but it is not intense enough to 
bring out the merchandise. A combination 
of incandescent and fluorescent is best to 
make plain the true color and value of the 
merchandise. Fluorescent lights can be 
recessed into a furred or dropped ceiling so 
that only the glass or plastic shield is 
visible. Or the fixtures can be exposed so 
that the entire unit, including the metal or 
glass sides and ends are visible. It is not 
enough, however, to install bare fluorescent 
tubes, as some stores do, under the impres- 
sion that they are modernizing. For the 
fixture controls the light, keeps it from 
spreading in all directions, and delivers it 
where it is wanted. In addition, it is 
through the design of the fixture that the 
absence of glare and low brightness (or 
reflectance of the surface of other objects) 
are achieved. Moreover, it is important to 
shield the eye from the direct light of the 
bulb, whether it is incandescent or fluores- 
cent, so as not to detract customer atten- 
tion from the merchandise. 

Cold cathode provides continuous lighting 
in any form and shape, and uniformity of 
lighting throughout. It does away with the 
small area of gray between fluorescent 
tubes when they are used for continuous 
lighting. 

For merchandise on wall shelves, counters, 
and in the general sales area, the lighting 
level should be three times the level of the 
general illumination. Special fixtures are 
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required to give this result. These include 
reflector lamps on long stems, flexible or 
rigid, straight or curving, or on ball swivels, 
so that they may be turned in all directions 
Thus the light can hang directly over the 
display, or can be focused on it from the 
side or below or above —wherever it is 
wanted for emphasis. If displays are often 
changed in size or location, the adjustable 
lighting units are preferable. Incandescent 
floor lamps, equipped with lenses, may be 
recessed or partially exposed and can be 
used to “wash” an area with extra light 
Standard incandescent lamps in downlite 
fixtures are equipped with lenses_ which 
diffuse the light in all directions or focus 
it, depending on what effect is wanted. 
Gelatins can be used with this display 
lighting equipment, to add special colors to 
the light. As with lighting for the theatre, 
moods can be created; warm lights for 
holiday displays; cool lights and colors for 
summer, and so on. 

The flexibility of light is all important 
to the performance of displays for with 
frequent seasonal changes and varying de- 
mands there is no one lighting solution to 
take care of all the variation in the display 
problems of any one store. Each store has 
its own special and different problem. There 
is the high level of lighting to be sought 
when small objects are displayed for sale 
(lower levels are sufficient for large items) 
and yet monotony must be avoided and the 
merchandise, though similar in appearance. 
must be exploited for its differences. 

All this means that while much can be 
done through the use of superior lighting 
equipment, much also depends, too, on how 
the equipment is used. Lighting concerns 
supply the advice for lighting engineers 
whose business it is to know how. The 








—This is one section of the display for Toscony Fabrics, Inc., New York City, which was on 


view during the recent plastics exhibition at Grand Central Palace. The morning glory over 
the Victorian tub actually sprayed water into the container. . . . (Photographs by courtesy of 
Claude D. Adams & Co., New Canaan, Conn.) 





NO 





NOVEMBER, 1948 DISPLAY WORLD 103 





HOTEL 
NEW YORKER 
DECEMBER 























. . « Wants to Thank You, Mr. Displayman 


. for your enthusiastic response to our Modern Line of 
Display Fixtures! 


In appreciation, we again pledge ourselves to maintain our high 
standards of Design, Quality and Workmanship at fair prices. 
See us at the Show, Market Week, Dec. 5th, Room 550 and see 
our latest offerings in our new line of Plastic and Wood com- 
binations, worthy additions to America’s most complete line of 
Display Fixtures. 






“STATIKLEEN” 





ROOM 





Anti-Static 
5 50 PLASTIC CLEANER and POLISHER 
Sensational ‘‘Lico’’ product, for cleaning and 
polishing Plastics exclusively formulated by “Lico” 


Write us for information and prices. 


FOR THE NTA ate Are you on our mailing list? 
IN MODERN ; 


DISPLAYS! 33 > 
sgt Stow 
& LUSTRA-CITE 


INDUSTRIES, Inc. 


225 WEST 28th STREET « NEW YORK 1, N. Y. 
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NO NEED 
OF A 


Celescope 


fom) ie) t) 


FLOOR DIRECTORIES 


WITH INTERCHANGEABLE SLIDES 


E FLOOR COVERING 
~ MUSIC DEPARTMENT > 
Natural Woods or Colors 


INTERIOR 
STORE SIGNS 


Dispay Crart 


GRAND RAPIDS 6 MICH. 





WOOD 
LETTERS 


903 LAKE DRIVE S.E. 








REDUCE 


| what 


| tion ot 
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engineer knows such technical details as 
what mounting height is best, what spacing, 
pattern, and what intensities are 
needed to determine control and = distribu- 
Lighting 
can advise on the mixtures of 
light to achieve 
They can suggest colors for walls, 


illumination. engineers 
fluorescent 
warmth. 


ceilings 


and incandescent 


| and floors that will augment the light rather 


| than 


detract from it, that will absorb it 


rather than reflect it, or—ai1t preferable 


| do the reverse. 


|} more dramatic, 


| 
} 





YOUR DISPLAY COST, 


BUY DIRECT FROM 
UNIVERSAL BRAID & Cord Co., INC. 


Creators of 


BRAIDS and CORDS 
ORNAMENTS 
SOUTACHES 
CHENILLES 
TASSELS 
FRINGES 
EtG. 

IN 
ANY 
COLOR 
PLUS A WIDE 
SELECTION OF 
MATERIALS TO FIT 
YOUR SPECIFIC ORDER 


BUY DIRECT AND SAVE 
WRITE FOR DETAILS 


UNIVERSAL BRAID & Coro Go., Inc. 


1925 CLYBOURN CHICAGO 1[4, ILL. 





; Customers. 


Display lighting must be more aggressive, 
“punch” than 
any other kind of lighting because it must 
be the first point of attraction to arrest the 
The showrooms of Textron, Ince., 
designed by Raymond Loewy, architect, are 
some of the finest examples ot dramatic 
achieved through lighting. Recessed 

“downlites” with 150-watt bulbs 
give general illumination to the room. 
Fluorescent troughs are staggered in circular 
around the columns and above the 
dropped ceiling to create soft, atmospheric 
lighting and movement to the patterns of 
light. Spectally designed suspended fixtures 


and have more 


display 
louvered 


COVES 


TRADE Paroles see NO. 69 
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with indirect illumination, and accent lights 
for dramatic lighting are placed above the 
display. In the textile department of the 
Textron showroom, recessed fluorescent 
light provides general illumination and 
fluorescent troughs in the wall illuminate 
the displays. 

Light can be the strongest influence in 
showrooms, stores, and window displays. 
Light can create a mood or break it; light 
can make or break a display —and display 
is the barometer of sales temperature. 





Crown-Mark Appointed 
By Claremont 

R. P. Cuminale, vice-president of Crown- 
Mark Paper Division, 155 East 44th street, 
New York City 17, has announced that 
Crown- Mark has been appointed sales agent 
ior the Claremont Paper Corporation of 
New Hampshire. The sale of the mill prod- 
ucts, in addition to being handled through 
the main office in New York, will be directed 
through other offices at Springfield, Mass., 
Chicago, and Los Angeles. 





by Tony Brinker 





























































ISPLAY ENTERED WIS UFE WHEN HE WENT 
TO BEST & CO. IN THE EARLY 19305 ASA 
DISPLAYMAN. ALSO LORD & TAYLOR BECAME 
AN ALMA MATER OF HIS. THE NEXT STEP 
WAS |.MILLER, WHERE HE WAS DISPLAY 
DIRECTOR. HE LEFT THERE TO BECOME 
STYLIST AND PRODUCTION MANAGER WiTH 
VAZAH, INC., THEN ONE OF THE BIGGEST 
MANNEQUIN HOUSES IN THE COUNTRY... 
CAME PEARL HARBOR , AND HE AND VAZAH 

BOTH WENT OUT OF BUSINESS. 
WHEN HE WAS MUSTERED OUT 
OF THE AlR CORPS IN 1945 
HE IMMEDIATELY MADE 
PLANS FOR HIS OWN 
MANNEQUIN 
BUSINESS, WHICH 
WAS INCORPORATED 
IN THAT SAME YEAR. 
HE ALSO SERVES AS 
SPECIAL PROJECTS 
DIRECTOR FOR. 
MADEMOISELLE 
ON A CONSULTING 








NASIUM~GOER... HE 
ALSO LIKES SWIMMING 
RIDING, THE THEATRE. 
... COLLECTS OLD 
SHEET MUSIC 


NEW york City 
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MADISONTA, INC. is looking 


forward to seeing old friends and making new 
ones at the coming National Display Conven- 


tion at the Hotel New Yorker. 








MADISONTIA, INC. 


America’s Largest Mannikin Refinishers 














NEW YORK DALLAS 
164 W. 25th Street 1209 S. sersincpiane Boulevard 
New York 1, N. Y. Dallas 2, Texas 
PASADENA SAN FRANCISCO 
1881 N. Fairoaks Avenue 577 Howard Street 


Pasadena 3, Calif. San Francisco 5. Calif. 
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THE STUNNING 


“SWIVELIER” 


Adjustable Lighting Fixture 
PRESENTATION 


ROOM 
528 


HOTEL NEW YORKER 


DEC. 5 - 10 
N.A.D.I. — SPRING MARKET WEEK 
"Answers for Every Lighting Problem’ 
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-SWIVELIER COMPANY, INC. 30 ining Piece, Now Yor city 

















106 DISPLAY WORLD NOVEMBER, 194 NO 


























Gould Is Appointed 
By Point Of Purchase 
re J. Kingsley Gould, well known advertising 
and sales promotion executive, has been ime: 
appointed executive secretary of the Point ‘cul: 
of Purchase Advertising Institute, it is ind 
announced by C. L. Vanderbogart, president. ime: 
7 Gould has already assumed his new post. sutot 
5h 548 Prior to his appointment, Gould was, (spec 
since 1943, manager of advertising and sales park 
promotion for the Jacob Ruppert Brewery, eh 
Previously, for five years he was sales pro- vith 
motion manager of National Distillers Pro- male 
Your patronage which made this such a successful year for us is ducts Corporation, which he joined after town 
more than ten years of experience as an traffi 
sincerely appreciated and we are very grateful for it. Make a note advertising agency executive in New York Ou 
associated with the Louis C. Pedlar Cor- were 
now to see the grand new Oltmanns Spring line at the New York show poration, J. Walter Thompson Company, and view 
Campbell-Ewald Company. Gould also Nast 
. . . the first time it will be on display. You'll be glad you did. served as advertising manager of the Ford spott 
Motor Company, for Canada and the British each 
Empire. He is a graduate of the University (whi 
of Michigan, in business administration. not 
The appointment was made simultaneously displ 
* with the Institute’s announcement of its new Th 
plan to expand its scope and activities in Troy 
line with the rapidly expanding use of ence 
point-of-purchase advertising. traf 
] The Institute has decided to admit to read 
membership not only those organizations pape 
\ Display Designers = Manufacturers engaged in the creating and manufacturing trath 
of lithograph window displays, but also all of th 
Artificial Flowers and Decorations producers of point-of-purchase materials of 
such as electric signs and displays made of wind 
1405 DOUGLAS OMAHA 2, NEB. wood, glass and modern plastics. In addi- (2) 
tion, the board of directors of the Institute wher 
also has announced that advertising agencies adve 
will be admitted as associate members. were 
° -— cee Gould, as the Institute's new executive this 
ao ; secretary, will direct the organization’s pro- ae 
y, - l] . e A . 3 gram to encourage a wider acceptance of ques! 
(OO) 5 re B wee CLOR MERE! yy invite °° ane point-of-purchase advertising. This pro- 1. 
; yas ; gram, it was stated, was adopted as a result adve 
of successful tests recently completed for 2 
the Institute by Fact Finders Associates, displ 
Inc., in Syracuse and Rochester, where a Th 
scientific survey proved that point-of-pur- eonih 
chase advertising without the support of weve 
other media increased over-the-counter he 
retail sales by more than 100 per cent in stud; 
many instances. : stop 
One of the first undertakings by Gould mie te 
will be the distribution of the 40-page point- ; 
of-purchase survey completed by Fact Find- 4 
ers Associates, Inc., which reports the full ¥ 
story of the successful tests. 
Among the other plans for the coming ? 
vear will be an even closer relationship 
a ” % with the Association of National Adver- ‘ 
¢ aha IE ke tisers. Eight members of the ANA now . 
Preece de resistance ES serve on the board of directors of the sar 
decor in black and white Institute 7 
s > a op eg : ive 
presented by beau monde é 2 be Wilson Joins Staff ve 
—_— Es Of Cook & Meier a 
Rooms 601-2-3, Hotel New Yorker : de = As of December 1 the firm of Cook & nts 
N.A.D.I. Market Week, Dec. 5-10, 1948 | 4 : ee ee ‘ 
Chicago 1, 1s opening a new territory con- 
sisting of the South and Southwestern areas. th 
The company will be represented in this ue 
region by Jack R. Wilson, formerly a dis- ri 
playman and well known in the field. He spl 


was formerly with several Chicago firms, 

including The Fair Store, and Henry UL. ke 

Lytton & Co. For the past seven years '1¢ i 
im- a 


has been a free-lance. He was also an 
315 WEST QUINCY STREET CHICAGO 6, ILLINOIS 





structor at the Ray School, of the same c''V. 
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DISPLAY RESEARCH RESULTS 
TO BE REVEALED 


[Continued from page 45] 


imes when this proved impractical, par- 
icularly where the sidewalk was narrow 
ind when traffic was heavy. During these 
imes, some of the clockers were put in 
utomobiles parked in front of the window 
special police permits were obtained for 
parking the automobiles). 

Clockers were trained beforehand to clock 
vith both hands. The right hand clocked 
males; the left hand, females . . . or down- 
town traffic with one hand and uptown 
traffic with the other. 

Out of 27 separate studies, only two 
were supplemented with customer inter- 
views. In the case of the window study in 
Nashville and Dallas, an interviewer was 
spotted in the coat department and asked 
each customer who looked at the coat 
(which was on display in the window but 
not advertised) whether she saw the coat 
displayed in the shop window. 

The window study made at Frear’s, in 
Troy, attempted to analyze sidewalk audi- 
ence and to compare this breakdown of 
trafic with newspaper circulation and 
readership and to check the impact of news- 
paper and display advertising or the pene- 
tration results of each medium. One part 
of the entire study checked the sales results 
of merchandise when (1) displayed in the 
window but not advertised in the newspaper ; 
(2) when displayed and advertised; (3) 
when not displayed in the windows or 
advertised in the newspaper. Interviews 
were made in the departments involved in 
this case only. Six questions were asked, 
four of which were purposely masking 
questions. The two pertinent questions were: 

1. What do you remember having seen 
advertised today? 

2. What do you remember having seen 
displayed in the store window today? 

The windows studied in Frear’s were un- 
controlled, which means that the displays 
were not specially prepared. 

In Dallas and Nashville, the window 
studies were specially designed to test the 
stopping power of three different display 
techniques : 

1. Merchandise not in use 
2. Merchandise well fixtured, to simulate 
an “in use” presentation 

3. Merchandise “in use” and in a pro- 

motional atmosphere 

The 24 interior studies made in St. Louis 
d Richmond were conducted in the men’s 

, intimate apparel, and portable lamp 
partments. The object was to check the 
topping power of merchandise when dis- 
iyed, first with no attempt to show it in 

second, under controlled contrast and 

a better angle of vision; and third, in 
ntrolled contrast and in a better angle 

vision while shown in use (see photo- 

iphs illustrating this article). 

[he results of these studies will be 
ually presented at the meeting on Decem- 

8. This material will be invaluable to 
splay manufacturers as well as display 
rectors. Since the ballroom of the New 
‘ker will lawfully accommodate only 885 
rsons, it is urgent that all who propose 
attend write to any NADI member well 
advance for their invitations. 
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NEW, ORIGINAL DISPLAY NOVELTIES 


as 
refreshing 
as 

spring 
itself 


shown by 





PIONEER DISPLAY COMPANY 
35 WEST 36th STREET 


during 


SPRING MARKET WEEK 
December 5 to 10th 


New, original, display novelties that a budget-minded and style-conscious 
department store display man can't afford to miss. 


We have always maintained fhat good original display props and material 
do not have to be costly. We have therefore enlisted the abilities of leading 
display designers to translate their ideas into handiwork. 


Their work has resulted in a remarkable collection of captivating and effective 
displays for your merchandise. 


We cordially invite you, during Spring Market Week, to visit our 
showroom, just a short walk from the Hotel New Yorker. 


PIONEER DISPLAY COMPANY 
35 W. 36th ST. N. Y.. N. Y. Telephone: LO 4-7910 

















Use the Original, Quality ~~ 
SLEEVE FORMS | Meh wee ee 
SHIRT DICKIES for 
IT NY od 


Also Detachable Ties 


Top quality — Made entirely of virgin 
material — but at no extra cost. 


THERE ARE NONE AS GOOD PRICE FABRICS co. 
S. BENDER 67 WEST 44TH STREET 


Established Over Thirty Years 
215 West 40th St.. New York City 18 NEW YORK CITY 18 




















@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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~ -) ‘~ 
piece de resistanee & 
decor in black and white 


presented by beau monde 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 
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“URT R. COUEN COMPANY 


S10 PENN AVE. PITTSBURGH 22, PA. 














Put Appeal in your Windows .. . 
and Interiors . . . with 


REED w RATTAN 


Eye-catching new treatments 
for every display need 


We'll see you at the New Yorker during 
Market Week, Dec. 5 to 10, Room 531 as always 


A. LUTZ 


Manufacturer of Baskets e Window and Interior Displays 
3 West |8th Street @ New York II, N. Y. * CHelsea 2-6264 
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GAIETY MARKS DISPLAY 
IN PARIS 
[Continued from page 49] 


panels. When he uses plants or flowers in 
a setting, they are always natural ones. 

In an Egyptian setting for women’s coats, 
M. Demuynck used an antique Egyptian rug 
and fine blackmoor statues for props. He 
extended the area within the window per- 
ceptibly by using a black and white border 
along two sides of the floor, then painting a 
similar checkerboard pattern onto the back- 
wall in perspective. A draped archway 
painted on the wall above the painted floor 
gave the feeling of even vaster space be- 
vond. The figures atop the statues sup- 
ported pots of natural plants and_ blos- 
soms, while the merchandise was displayed 
on headless mannequins and on the floor. 
For this setting the predominating color was 
of purple in the violet tones, while the 
plants were ivy and the blossoms in yellow 
for contrast. 

The floor of a large window at C.C.C. was 
paved in flagstones with grass growing be- 
tween the cracks for still another impres- 
sive setting. Classic columns of stone at 
the back of the window area suggested 
great depth. A statue stood within the 
columned enclosure, while all blossoms in 
the display were natural. Headless manne- 
quins wore examples of tailored merchan- 
dise while other items were distributed 
casually through the display. The emphasis 
was on plaid, and a long plaid drape fell 
across the top of the beam above the 
columns, then was caught to the ceiling at 
the back wall in both corners and draped 
gracefully to the floor at either end. White 
curtains at the side with a plain wall color- 
ing to the back of the set accentuated the 
plaid. 

For an unusual setting for corsets and 
bras, M. Demuynek turned to the sixteenth 


century for inspiration. The background 
was a copy of old church windows. painted 
on paper in bright colors. Against this 


background stood two medieval figures cut 
from paper board and painted, then dressed 
in real materials. The women wore a 
horned headdress draped in veiling. The 
man was kneeling before her, presenting 
her with an iron girdle. Modern corsets 
and bras were arranged in the foreground 
on the floor which was covered with flag 
stones and grass tufts. 

M. Demuynek used no mannequins for a 
hunting scene. A huge painting of the 
hunt almost covered the back wall, while 
the floor was covered with pebbles with 
natural sage-type bushes growing here and 
there. Guns were propped against the back 
wall and against the picture frame. The 
frame was in gilt Cattails were stuck 
nonchalantly into the bottom corners of 
the framing, and the merchandise was 
spread casually on the floor. 

\ handsome Christmas setting used a 
painted scene on the back wall to add depth 
to the already large window. The scene was 
that of a nigkt sky, in deep blue with a full 
moon and stars. Sprayed evergreens and 
skis completed this setting for red and 
green waterproof raincoats and_ ski tog’. 
The merchandise was draped on the snow- 
covered floor, along with a center figure 

that of a wire mannequin —clad for 
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ding and just grounded by a spill. The 

py card was a newspaper with beadlines 

important ski events. 

For presenting children’s raincoats, M. 
emuynck used the theme of the little gard- 

ier with one child mannequin, wearing a 

uncoat and carrying a large watering can, 
taking the center of the stage. The floor 
was strewn with small stones. Real flowers 

well as other raincoats grew from flower 
pots about the window. A ladder and a 
rustic bench added realistic notes to the 
garden scene, against a pale pink back 
ground draping. 

For a second children’s raincoat promo 
tion, a Valentine house was suggested by a 
bay-type window built at the center rear ot 
the area. A doll-like mannequin stood look- 
ing from the window over her box of tulips 
and greenery in wonder at the array ot 
raincoats spread on the pebble covered 
ground below. Heart outlines were painted 
around the window box and heart-shaped 
pieces were cut as openings in the shutter 
tops. Spring blossoms grew trom pots be- 
low the heart-shaped openings. Bright bows 
caught back the gauze curtains and another 
secured a birdcage to the top of the win- 
dow frame. The watering can nestled among 
the growing plants in the enchanted young 
ster’s window box. 


St. Louis Guild 
Announces Plans 

Following a meeting on October 21, at 
which time a motion picture was shown on 
the Lighting Institute of General Electric 
at Nela Park, Cleveland, the St. Louis 
Display Guild announced its plans for No- 
vember and December . 

\ turkey dinner will highlight the No 
vember meeting, followed by motion pi 
tures. In December a Christmas party 1s 
planned, in addition to attendance on the 
part of many Guild members at a display 
lighting conference at General Electric's 
headquarters; as many of the group will 
make the trip in a body as possible, accord- 
ing to Arthur McMahon, Glaser Drug 
Company, publicity chairman 


Lovett Takes Post 
With Lipman, Wolfe 


Harry S. Lovett has resigned as display 
inager for The Bon Marche, Spokane, 1n 
rder to join Lipman, Wolfe & Co., Port 
d, as assistant to the managing director 
In this position he will handle visual met 
ndising, plant supervision, and stor 
nning. Lovett was formerly with Bul 
k's, Barker Brothers, and The Emporium 
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Spring and Easter Lines 
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NAIL PANELS 


faster! 


Automatic magazine-loading Spot- 
stapler nails wallboard, plywood, 
pressed woods and light metals 

















| | without hammer marks. Spot- 
| | | staplers either countersink or flush 
| | | /] drive. 

h" WW hy" OH Write for Bulletin 
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U. S. MANNEQUIN 
MFG. CO. 
Designs the NOW LOOK MAN- 

NEQUIN 


Destines it for Day, Street, Sport 
and Evening Dress... 


Gives it the small waist and new 


Hip Detail. 


Like a MAGNET . . . this beauti- 
ful, yet talented mannequin will 
stop every passerby. 


You'll say, 


She's DEFINITELY lovely 
and eye-appealing 


U.S. MANNEQUIN MFG. CO. 


10-15 46TH AVENUE 





LONG ISLAND CITY |, N. Y. (Territories still available to 





Jobbers) 











FOR\ 
SIGNS 
DISPLAYS 
EXHIBITS 


Perv: Black Lights, ealcasent lacquers, crayons, 
water colors and fabrics. Simple to use. Write today. 


BLACK LIGHT PRODUCTS 


67 East Lake Street Chicago 1, 
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Window Displays Rated 

s "Best Advertising" 

Stationery and office supply dealers rate 
window displays as their most valuable forn 
of advertising, ranking ahead of newspaper 
advertising, direct mail and local radi 
broadcasts. In a questionnaire survey made 
by The Modern Stationer, New York City 
the results of which are published in_ the 
November 15 issue of the magazine, dealers 
were asked to evaluate in point of im- 
portance their four principal methods of 
consumer contact: window display, news- 
paper ads, direct mail and radio. Per- 
centagewise, more than 56 per cent of the 
dealers picked window displays as° their 
best form of publicity, 25 per cent favored 
direct mail, 14 per cent chose newspapers 
and 4 per cent liked radio. 

Further points brought out by the survey 
show that in the stationery and office sup- 
plies field, 43.3 per cent of dealers make 
new window displays every week; 44.8 per 
cent make new displays bi-weekly; 11.1 per 
cent make them monthly and 0.8 per cent 
irregularly. In nearly 92 per cent of stores, 
an employee does the window, with slightly 
over 8 per cent of stores using a contract 
display service. 

The survey also discloses the preference 
of dealers for different types of display ma- 
terial furnished by manufacturers. Here is 
the way the preferences lined up: for back- 
grounds 40 per cent; for show cards 308 
per cent; for price cards 15.9 per cent; for 
streamers 15.3 per cent. 

Over 72 per cent of dealers purchase dis- 
play material to supplement that furnished 
by manufacturers. 





Atlanta Display Club 
Changes Name 

Visual Merchandising Guild is the new 
title of the Atlanta Display Club, the change 
having been made in conformance with the 
general trend of the display field to think 
in the broader terms of visual merchan- 
dising. With the change in name goes a 
revision of by-laws; among the changes is 
one which opens the club to membership 
on the part of all display people in the 
Georgia city. 

Among activities of the club recently was 
a dinner-dance held at the Ansley hotel 
Rainbow Roof as a preliminary to a mem- 
bership drive. This was followed by a 
luncheon meeting at which eight persons 
were selected for a “fact-finding committee” 
to outline suggested improvements in_ the 
club’s set up. The following make up the 
committee : 

John T. Brock, Rhodes Furniture Com- 
pany, chairman; Gene Turner, George Muse 
Clothing Company; Henry Bush, Zachry’s; 
Mary Holtzclaw, Davison-Paxon Company; 
Herbert Mitchell, Rich's, Inc.; Leaveda 
Jung, J. P. Allen & Co.; William Howard, 
National Shirt Shops, and Doug Wells, 
Georgia Power Company 
Driftwood Displays 
Formed In Spokane 

Driftwood Displays is the name of a new 
display house formed in Spokane, Wash., at 
1114 West 2lst street. As the name implies, 
the company will specialize in aged driit- 
wood of odd shapes. 
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Uses Of Acrylic Plastic 
In Store Modernization 
\ new 16-page, two-color booklet—‘Plexi- 


glas for Store Modernization’—shows many 


interesting applications of this acrylic plas- 
tic at a time when the nation’s store mod- 

ization program is of especial interest. 
More than a score of photographs illustrate 
how imaginative store architects and display 
directors in all parts of the country have 
used flat, corrugated and patterned sheets 
of clear and colored “Plexiglas” to carry 
jut new ideas in store planning. 

fypical installations shown: showcases, 
partitions, panelled staircase balustrades, 
lighting fixtures, facades, signs, transparent 
lrawers for stock, and interesting “free- 
form” display cases which permit customers 

view merchandise from all angles and 
provide an efficient means of controlling 
customer traffic. The booklet is available 
upon request to the Plastics Department, 
Rohm & Haas Company, Philadelphia 5. 





Abrams Enters Business 
For Himself 

For many years a sales representative and 
ficer of Adler-Jones Company, Chicago, 
Arnold J. Abrams has entered the display 
field with a business of his own. It will be 
operated under his name at 117 Third street, 
Wilmette, Ill., a Chicago suburb. 

Included in the company’s production will 

set pieces, screens, backgrounds, panels 
ind complete settings. The line will be 
shown for the first time at the Hotel New 
Yorker, during Spring Market Week. 
Harrisburg Store Appoints 
Interior Display Head 

Bowman's Department Store, Harrisburg, 
Pa as named Janice Sachs as _ interior 

ay coordinator. She is a recent gradu- 
f the Laboratory Institute of Merchan- 
New York ( ity 





Mannequin Becomes Part 
Of Television Show 

“And Everything Nice’ television 
ion show being conducted by Maxine 
itt over WABD, New York City, daily 
+:30 features a mannequin on which is 
nstrated a different costume each week. 
Fridays the mannequin will “come to 
is a live model. The Greneker Cor- 
of the same city, furnished the 





Garrison-Wagner Adds 
Catalogue Supplement 
<S-page supplement to the Christmas 
rue of Garrison-Wagner Company, 
Washington avenue, St. Louis 3, is 
ivailable. Decoratives of all types are 
and many pages contain actual 
hes of featured materials 


Cooper Is Speaker 
Before Display Group 
October meeting of the Milwaukee 
ay Club was held at the Plankington 
on October 21. John Cooper, display 
tor of Mandel Brothers and president 
e Chicago Display Club, spoke on 
iluating Display”. 
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Give Your Displays 
MAGIC DEAL 
IN EYE APPEAL 


THERE’S MAGIC EYE APPEAL 
IN COLOR ESPECIALLY IN 
THE DEEP, RICH COLORS OF 


SO ECONOMICAL AND 
EASY TO USE TOO, WITH ITS 
SATIN SMOOTH FINISH AND 
UNIFORM. ic CORRUGA- 
TIONS; ITS FLEXIBILITY, AND 
GUIDE LINES FOR ACCURATE 
CUTTING AND MEASURING. 


Ath your Wholesaler for 
i by name... 
“REYTRIM” 


MADE EXCLUSIVELY BY 


THE REYBURN MANUFACTURING CO., INC. 


MAIN OFFICE: PHILADELPHIA 32, PA. 
FACTORIES: PHILADELPHIA, PA. ROYERSFORD, PA. CHICAGO 35, ILL. 























112 DISPLAY WORLD 








é iss a as 
PERKY BABY DISPLAYERS 
AT DRASTICALLY REDUCED PRICES! 


Special for Limited Time Only — Until December 31st, This Amazing $22.50 Value, 


regularly sold for $17.50, Now Only... 9 13-59 Per set F. O. B. Chicago. 
Sturdy and lightweight construction of Palestic, complete with 7" crystal disc shelves. 


Get yours now and save — Send check or money order today for one or more sets 
of the attention getting Perky Baby Displayers. 


THE SKOME WINDOW DISPLAY chiccco i: 


We extend a cordial invitation to 
all to visit our exhibit of Spring 
and Summer display materials in 


FOR room 627 and 628 at the Hotel 


New Yorker during December 


y 4 e i R C Market Week. 


P. S. Spring is busting out all over 


oS at our showrooms too! 
JAMES A. COLE, wc 


22% FOURTH AVE. 
Sew reesgk &, BM. YF. 


























Assure yourself of traffic-stopping displays for your 0 0 
windows all year round. Let us send you our cata- a 
logue of distinctive displays for spring. 0 o a 
Papier mache dice make effective “LUCKY YOU o 4 
windows for sales. é a 


o 


It pe ° 


148 SOUTH LAKE ST. AURORA, ILL. 





Some jobber territories open 
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SMALLER CITY DISPLAY 
[Continued from page 70) 


old figures which were not good enough a 
more for either my windows or interior. 
had on hand a number of children’s figur: 
which were badly in need of refinishing a 
repairing, since I couldn't afford to buy 
new children’s) mannequins — also. So 
arranged with a local refinisher to do oy 
these children’s figures in exchange tor my 
five old adult mannequins, thus getting the 
latter off my hands and getting the need 
refinishing done free. 

Many stores charge out window space 
the various departments using it. We don't 
The system may be all right in large stores, 
but I find in our small organization § that 


merely receiving requests in advance tor 
window space works out very nicely 

I use my front windows for permanent 
presentation; in other words the tollowing 


| departments always have a window: Shoes 


| basement ready-to-wear, better dresses 
| coats and suits, children’s wear. Entrance 


windows are used for showing accessories 


| or for special promotions. At present I 


have a complete front on “What's New” 
what's new in coats for autumn, what's new 
for dresses, and so on. 

I contend that a small department. store 
can do a top-notch job of display without 
a budget and with one man operation. But 
please don't) misunderstand me: if my 
organization gave me a budget of, say 
$1,000 a month I certainly wouldn't retuse 
it... and a couple of assistants, too 


Evening Display Course 
In Birmingham, England 

A display course is being taught in) Bir 
mingham, England, each Monday and Tues 
day evening at the Aston School of Art 1 
cooperation with the City of Birminghan 
Education Committee. Ten tull-size win 
dows, complete with lighting equipment, art 
at the disposal of the students; merchandise 
with which the students practice is loane 
by local stores. 

The course is under the direction ot I 
Humphries, Birmingham Cooperative So 
ciety, Ltd., and Norman Taylor, of Lewis's 
\ lettering and card-writing class is held 
on Friday evenings, supervised by H. Oper 
shaw, Midland Display Studios. Talks | 
color theory are given by FF. W. Palmer 


Newark Displayman 


To California 


William Meissner has joined the Ohrba 
store, Los Angeles. as display manage! 
For the Past decade he had been assistant 
m the display Staff of the Ohrbach_ store 


in Newark 


ee 
DECEMBER 5-10, 1948 





Spring and Easter Lines 
HOTEL NEW YORKER e NEW YORK 


“-NADI> 


DISPLAY MARKET WEEK 











NC 


for < 
play 
I} 
degr 
polic 
sible 
on 
Seve 
in 
Store 
subn 
plant 
The 
need 
St 
that 
avall 





NOVEMBER, 1948 


Manufacturers Told To Improve 
Display Aids To Stores 

Display aids furnished by national adver- 
tisers to retail stores of various kinds are 
iar from what is desired, according to a 
survey made among department store dis- 
play departments by John Falkner Arndt & 
Co., advertising agency of Philadelphia. 
Fxecerpts from the report, published in the 
firm’s “Results” for October, are given 
below: 

Since the question we sent to retailers 
everywhere asked them “What's wrong with 
the window and interior display aids you 
ect?”, it is natural that we haven't many 
compliments to report. Many manufacturers 
are getting excellent retail cooperation. 

Over 70 per cent of department stores 
surveyed commented on unsuitability of 
most display helps because they fall below 
retail standards of taste and decor, pre- 
senting a circus-like appearance. Inefficient 
use of space, disregard for the retail point 
of view, and lack of “sell” were the bases 
for 33 per cent of the complaints about dis- 
play aids. 

The architectural styling of stores, thei 
degree of modernization, and their display 
policies vary greatly. It is almost impos- 
sible to build displays that will suit every- 
one The alternative is brought out in 
several of the suggestions retailers made. 
In most cases, particularly with larger 
stores, manutacturers would be wiser to 
submit to the stores detailed suggestions, 
planned by accomplished retail displaymen. 
The retailer could adapt these to his own 
needs and store style. 

Stores want hard-hitting retail displays 
that make maximum use of every inch of 
available space. But it is important to 
remember that the shrieking type does not 
make hard selling it is the shrieking type 
and buckeye layouts that stores complained 
about most vehemently. 

With display space at a premium, manu- 
facturers should plan in advance. Each de- 
partment of a store gets fixed allocation of 
display space at the beginning of the year. 
lo disrupt the schedule by requesting addi- 
tional facilities is practically impossible. 
Stores want their finished display material 
hree months ahead of a promotion. 


These are some otf the weaknesses cited 
department store display executives in 
window 


mmenting on  manutacturers’ 


One of the ‘boiler plate’ variety entirely 
of keeping with this store's standards.” 
hiladelphia. 

he great majority of display helps are 
ultable for use in our store. We create 
own display backgrounds, and strive to 
tain a ‘quality’ look, in keeping with the 
eral appearance of the store. Occasion- 
we find one that can be used.”—Los 
eles. 

Manufacturers’ displays usually make a 
look as though his was the only prod- 

' the store sold. Displays seldom—if ever 
into retail store’s own window con- 

uty or plans.’’—Buffalo. 

lhe window displays sent from one store 

another are usually more attractive. 

wever, too many arrive in broken and 

ed condition.”"—Scranton, Pa. 

[Continued on page 132) 
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ome offers vou 


a Com plete “Package” 





YOUR EVERY REQUIREMENT FOR DISTINCTIVE 
BUSINESS OR PROFESSIONAL DECOR! 


es, when you let superbly styled, supremely 


ee ) durable Royalchrome in on your plans, you gain 


this added convenience -in - planning: 


A complete 


‘‘Royalchrome Package” of everything it takes to 
suit your smartest scheme of things! With the 
counsel, if you wish, of a decorator-specialist. Write 
today for your copy of Rovyvalchrome’s *‘Guide to 
Interior Design.”’ It’s a real help. 


Time hardly touches long-wearing 
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ROYAL METAL MANUFACTURING COMPANY 
175 F NORTH MICHIGAN AVENUE ¢ CHICAGO 1 


NEW YORK ° 


LOS ANGELES e 


PRESTON, ONT. 














USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch 
CASH WITH ORDER 











ee FOR 


SHOW-TIE IS CLOTH 
COVERED~ SLIPS INSIDE 





CALIFORNIA 








@ WHEN WRITING ADVERTISERS 
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Use Rotary Motion For 
GREATER SALES 





A QUALITY TURNTABLE WITH 
MANY EXCLUSIVE FEATURES 


e@ Sealed Ball-bearing gear box. Extra 
Heavy duty, totally enclosed motor. 
110 volts, 60 cycles. 
e@ Safely rotates 150 Ibs. 
e@ All models can be mounted in any 
position — flocr, wall or ceiling. 
SUPER DELUXE MODEL M-1_ turntable 


th rotating light feature including plug 
on dise which permits lights or other elec 
trical devices to operate while revolving, 


l.e., radios, Xmas tree 
displays, floor lamps and $39.50 
illuminated signs 


DELUXE MODEL M-2 (Less rotating light 


feature) Equipped with plug on = side of 
unit and Micro Switch and Cam assembly 
Permits two long flashe 


of light per revolution $29.50 
tor attraction 
STANDARD MODEL M-3 


(Without either lighting $24.50 
feature) 


All models F. O. B. Dayton, Ohio 
IMMEDIATE DELIVERY 


Mechanical Display Engineering 
213 McDANIEL ST., DAYTON 5, OHIO 





CHICAGO DISPLAY SCENE 


round tables, covered with a circular cloth 
of plum felt, and chairs painted in the deep 
tones. Leaves, wheat, fruit, and nuts — feature 
were repeated as ornamentation for a gold 











To HELP You WiTH Your 
DISPLAY PROBLEMS 


Color transparencies ‘and photo | 
enlargements made to ANYSIZE. | 
Sond brochure of California | 


subject$ on your business letterhead.| 
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plum and splattered with cherry completed 
concoction of rich coloring 
attained the brilliance’ of 
woodland scene by intense 
from 13 top spots and three footlights. The 
card titled the composition 
“Harvest-time muted Damson plum, enriched 
silver bird cage. Flooring painted = by Cherry tones from the Sunningdale Shop. 


























—"All right. so I'll admit it's dynamic. 


Bob hark 


But will it sell tires?'""— 





NC 
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\ccessories from the First and Fifth 
Floors.” 

The open facade of Peck & Peck’s sports- 
vear shop at 24 South Michigan avenue 1s 
composed of two windows, simply con- 
structed to give prominence to merchandise. 
One 30-foot window parallels the sidewalk, 
leading into 
the plate Both win- 


lows are of the open back type to allow a 


the other is set at an angle 
glass entrance-way. 
iront and back view and if a customer is 
ittracted to a model she has but to step 
nside the door to examine it for the win- 
from the floor 
They can be completely 


lows are separated selling 
mly by a ribbon. 
or partially closed when desired. This type 
of visual merchandising, in a large area, 1s 
Michigan 
traffic is 


especially effective on avenue 


where fast moving automobile 
heavy. 

For a recent display Charles Nelson, dis- 
play manager for Peck & Peck, partially 
closed the window by covering a 
with white seamless paper. On the panel 
was a crayon splotch of strong purple, the 


two painted 


panel 


impact color being carried by 
wooden logs to an accessory grouping. At 
the extreme left the purple was repeated by 
a grape stump for a display of jewelry and 
scarves. The merchandise of reds, 
blue and purple was brilliantly lighted. 
appointed dis- 
play manager for Peck & Peck’s five Chicago 
stores, formerly was in charge of display 
for Thomas W. Garland, Inc., a St. 
specialty shop. 


deep 


Nelson, who was recently 


Louis 





Display Contest Scheduled 
For National Crochet Week 
National Crochet Week will be held next 


vear during January 22-29, with a nation- 


wide display contest to be held in con- 
junction with the event. Free display ma- 
terial publicizing the promotion will be 


ivailable to stores. The material includes: 
one poster 18 by 24 inches, featuring Na- 
tional Crochet Week; one poster 18 by 24 
launching a nation-wide 
contest; two cards 1] by 14 inches featur- 
Free advertising mats are 


inches crochet 
ing the contest. 
likewise furnished. 
For the best window displays in support 
the event the prizes will be 
varded in classifications : 
cpartment 
tores, and chain stores: 
S100; third, $50, and ten additional prizes 
$10 each. 
Full details of the contest can be = ob- 
ined from the National Needlecraft 
ireau, 385 Fifth avenue, New York City 106. 
ntry is to be made by one or more photo- 


follow ing 
three 
independent — variety 
first, $250; second, 


each of 


stores, 


aphs of 5 by 7 inches or larger, and all 
tries must be mailed not later than Feb- 


ivy 12. 


Video Film Made 
Of Display 
he installation of a window display at 
ine Bryant's, Detroit, was filmed for 
levision purposes on October 25 and was 
resented over WWJ-TV 
ie installation was done by Phyllis Camp- 
“Miss Red Feather’ for 
Chest drive, under 
Weiser, display 


a few days later. 


ll, selected as 
Community 
supervision of Egon 
irector for Lane Bryant. 


local 


\ 
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We Scoop the Nation with the Latest 
Juncuation ... Replacement Wig Ac- 


claimed by leading Dismlaymen! 










NO MEASURING ® NO GUESSING 
EASY TO USE ® ECONOMICAL 


Keep ahead of yourself when planning your displays, 
by keeping a new appearance on your mannequins. 


Use a Multi-Fit wig and, presto, 
you have a better looking mannequin. 


SEND US A PICTURE OR DESCRIPTION 
OF THE COIFFURE YOU PREFER 


Available at all leading display jobbers, or write: 


MULTI-FIT WIG Co. 


35 WEST 36th STREET @ 


NEW YORK, N. Y. 





We have OPEN HOUSE during 


SPRING MARKET WEEK 
DECEMBER 5TH to 10TH 


Visit our showroom and see a demonstration of Multi-Fit wigs. 











DY-O-RUG 
FOR COLOR MAGIC 


The Perfect Dye for Display Purposes. 
Saves Time—Saves Money—Easy to Use. 


Get color harmony or renew worn, faded carpets 
without removing from floor. Also wool fabrics, 
draperies, etc. 

Easily applied—Ready for use next day—Pint 
covers 108 square feet—14 colors. 

PRICE — All colors $2.29 pt.— Black $3.00 pt. 


HELMS CHEMICAL CO. 


BROOK, INDIANA 











@ PLEASE MENTION DISPLAY WORLD WHEN | i 


WRITING ADVERTISERS @ 












STUDY 


WINDOW ow 
AT HOME 


Easy Home Study course showing 


how to do every phase of window 
display work. Carry out our instrus 
tions in your own windows and 
learn while you earn. 


Largest and oldest school of its kind. 
Founded 1904. 


Write for literature. 


THE KOESTER SCHOOL 


900 W. Adams St., Chicago, Ill. 
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Cardboards 


are Different! 


‘‘NAT-MAT’’ Cardboards are 
your assurance of proven de- 
pendability, full value and quality 


throughout. 


Remember ... Cardboards are 
different, you will be glad you 


insisted on “NAT-MAT.” 
e 


NATIONALCARD,MAT &BOARDCO. 


Manufacturers 


4318-36 CARROLL AVE., CHICAGO, ILL. 


Allied Mills 
11422 Se. Broadway, Les Angeles, Calif. 


Peterboro, Ont., Can. 














New... Your LIGHTED 
Christmas Tree in MOTION! 










Kasson Revolves 
Electric 3 Times 

Christmas Tree a Minute 
Turner 





Adjustable 
to Most 
Tree 
Sizes! 


Ideal for your Christmas displays .. . Con- 
tains a sturdy, dependable, self-starting A.C. 
motor, and double, built-in outlet for tree 
lights. Attractively finished. See your dis- 
play jobber, or write us for complete ROTO- 
PRODUCTS catalog and pr‘ce list. 





Introducing . . . Movement 
with LIGHTS! 


Model "712" e 712" not only 
revolves three 
times a minute — 


rKASSON| it also permits 
to:Sh self - contained 
O Oo lighting effects 


ELECTRIC TURNTABLES 


and operation of 
electric appli- 
ances, by means 
of sliding contacts. 
Capacity 200 lbs., 
18” diameter ta- 
ble. Long-life con- 
struction. 


GENERAL DIE & STAMPING COMPANY 
Dept. O., 262 Mott St., New York 12, N. Y. 
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Technique For Measuring 
Point-Of-Sale Display 


By D. J. ATKINSON* 
The Wildroot Company, Buffalo 


LL of us who are users of point-ot- 


purchase displays are faced with one 


common problem. We all know how 


tremendously important point - of - purchase 


displays are to sales. We know that when 
we purchase displays, it not only means a 
considerable outlay of money from our ad- 
vertising budget but it means that we are 
buying what we think will be the most 
effective means of displaying our product 
at point-of-sale. The problem that faces us, 
however, is whether or not the = display 
piece we are planning to buy is the best 
and most effective that we can obtain from 
displays available 

Some time ago, Ward Maurer, who is 
chairman of the display committee of the 
\ssociation of National Advertisers, brought 
to my attention that they were working on 
the development and testing of a technique 
for determining the sales of displays. The 
purpose of the technique was to measure 
the relative effectiveness of two different 
displays in building immediate sales of 
goods by giving the percentage advantage 
of one display over the other in terms of 
sales. This seemed to be just what we had 
been looking for to help us in making our 
display purchases. Upon studying the tech- 
nique we found, first, that it was fast. It 
did not require long test periods before the 
effectiveness of a display could be deter- 
mined. Also, it required only a few test 
displays. This was a particularly important 
advantage because it meant that one or two 
hand-made displays of the type being con- 
sidered would be = sufficient to make the 


*Address at the 39th annual meeting of the Asso 
iation of National Advertisers, New York City 


test. Further, the technique can be satis 
factorily applied using as few as two test 
stores. The sales advantage of one display 
over another is figured according to a 
formula, using comparisons of sales ratios 
in pairs of test stores. It is a particularly 
well-planned approach to the problem, be 
cause the technique corrects for various 
conditions which sometimes cause an ab 
normal result on a study of this kind. The 
factors of weather, pay-days, seasonal varia 
tions, holidays, and other uncontrollabk 
factors are held constant by the use of this 
technique. 

There was one problem, however, which 
we encountered in our preliminary studies 
of this technique. The display committee 
already had experience where the technique 
was used on items which enjoy a high fre 
quency of sale. Their experience showed 
that the probability of error, when using the 
technique on items with high frequency of 
sale, was practically eliminated. However, 
would the technique work with an item like 
Wildroot “Cream-Oil” —a product that al 
though the leading hair tonic still has a 
comparatively low frequency of sale as com- 
pared with products previously tested? We 
decided, after discussing this with the dis 
play committee, that we would go ahead 
and test the technique, using two Wiaildroot 
displays in order to determine the bottom 
limit for frequency of unit sales and _ still 
have a stable answer. 

Here’s how we went about studying this 
problem. We selected six test stores in 
Buffalo, N. Y., which is where our home 
office is located. These stores were selected 
according to all the requirements of the 





—Typical of the men's wear displays of Art Herndon, Plymouth Clothing Company, St. Joseph, 

Mo., is this one taking its theme from a railway station waiting room. The store is one of 

St. Joseph's finest, having been completely planned and designed by Herndon to replace the 
previous one which was destroyed by fire in January, 1947— 
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technique. We selected two stores whose 


sales records showed them to have a fairly 
high frequency of sale. We planned to test 
one of our regular displays against another 
in these two stores. The sales records for 
the other four stores showed their fre- 
quency of sale to vary from more to less 
units sold than in our two control stores. 
The displays we were planning to test we 
will call Display “A” and Display “B”. 
They are shown on these slides. One is a 
jumbo carton (Slide No. 1) facsimile of 
sur product package containing our various 
sized packages for sale in the top shelf; the 
other a mass display (Slide No. 2) of 
ipproximately the same number of pack- 
ages as in the jumbo but using only bulls- 
eye signs as display material. As I said a 
moment ago, these two displays were to be 
tested against each other in our two control 
stores. The other four stores were separated 
into two groups of two. In one group ot 
two, Display “A” was to be tested against 
no display; in the other group, Display “B” 
was to be tested against no display. Let 
me repeat that our purpose in this initial 
test was: one, to test one display against 
the other for our own information; second, 
to determine how well the technique will 
work for low frequency of sale items. We 
were seeking the bottom limit for fre- 
quency of sale. Our test was scheduled to 
run over a 12-week period. The test accord- 
ing to the method prescribed was done in 
three segments. The results were based on 
the comparison of sales ratios during the 
test periods. 

Without going into all of the details of 
the technique, this is what we did on this 
particular study. Displays were placed in 
each set of stores and weekly sales inven- 
tories were taken. Displays were left in 
he stores for a four-week period. At the 
nd of the fourth week, the displays were 
emoved from the stores and no displays 
were used in any of the stores for the next 
our-week period. At the end of that period 
of time, the displays were again installed 
in the stores but were this time reversed 
in each group of two stores. The displays 
vere then left in the stores for another 
four-week period and weekly inventory 
hecks were made in the stores during that 
period of time. After working out our 
heures according to the formula used in 
his technique, we found that Display “A” 
vas 90.6 per cent as effective as Display “B” 
(Shde No. 3.) In other words, the jumbo 
carton type of display proved to be 9.4 per 
ent more effective than the mass display. 

these stores, sales of Wildroot “Cream- 
Oil” for each of the test periods, that is 
ir each four-week period, exceeded 36 units 

r store, 

This figure we consider to be reliable, in 

at the frequency of sale was sufficient to 
ake the test stable. In the other two sets 
| two stores where the displays were being 
sted against no display, we had stores 
hose unit sale for the test period fell as 

v as 14 units. The results showed the 

mbo carton (Slide No. 4) to be 91.3 per 

nt more effective than no display and the 
iss display (Slide No. 5) to be 85 per 
nt more effective than no display. How- 
ver, the probability of error where the 
nit sale in one of the test stores fell as 

Ww as was the case in these two sets of 

tores, showed that these figures could be 
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es ro 7 
piece de résistance 
decor in black and white 


presented by beau monde 


Rooms 601-2-3, Hotel New Yorker 
N.A.D.I. Market Week, Dec. 5-10, 1948 





SAMUEL C. DUTCH & $01 


487 WASHINGTON STREET BUFFALO, NEW YORK 
Florida Branches: MIAMI, ST. PETERSBURGH 


NEW YORK 


December Market Week will offer the 
display visitor a rare opportunity to study the 








latest and newest display techniques. 

Here, in the metropolis of the world, one will 

find the best examples of both the 

conservative and daring types of display decor. 
In the constant development of display 

as a powerful sales stimulant the work 

of our organization has been an 

important factor. We believe that our creative 
craftsmen will continue to assist in the 


forward march of display to greater achievement. 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street New York City I| 
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No. 


No. 


15" x 10" x 4""—per dozen 


10°" x 4%" x 5'"'—per dozen 


Per dozen 


PLASTIC 


DISPLAY TRAYS 


750 — SHIRT & UTILITY TRAY — 
$30.00 


No. 775 — ANKLET & GLOVE TRAY — 


$9.00 


725 — SOCK & GLOVE TRAY — 


13” x 4y," x 21," — per dozen $12.00 


No. 700 TIE TRAY — 12" x 434" x 3" — 


$9.00 
PRICE F.O.B. FACTORY 
Packed | Dozen Per Carton 


71-23 AUSTIN ST. 


QUENSELL DISPLAYS INC. fonés: his ny. ¥. 














We're Ready For SPRING! 


ONCE MORE, we bring you a choice line of beautiful creations 


for Spring. 


Watch for our representatives, who are now on their way, happy 


to serve you. 


ALSO, make it a point to see our exhibit 


ROOM 724 


HOTEL NEW YO 


RKER 


DURING MARKET WEEK — DECEMBER 5TH TO I0TH 


Your satisfaction is our pl 


BOTANICAL DECORATIVE 


31 SOUTH FRANKLIN STREET 


easure. 


SUPPLY CO. 


CHICAGO 6, ILL. 

















GOODMAN PATENT 


complete. Quick, neat and handsome! Sa 


36 and 38. Try a pair on approval. 


Hlexible Sleeve Forms 


Slip them in the coat sleeve — the trim's 


yourself 30 minutes on each coat form. Only 


sleeve form made with open bottoms. Sizes 


PALAZZO SLEEVE FORM MFG. CO. 


34 Park Place, New York 7, N. Y. 


ve 
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somewhat out of line. They are indicative 
of the effectiveness of these two display 
pieces. But if one were being compared 
against the other in stores with such a 
low frequency of sale, the probability of 
error could cause the results to be unstable. 
This experience showed us that where the 
frequency of sale for a product is relatively 
low, the technique still can be used by ex- 
tending the test period or by increasing the 
number of sets of pairs of stores used for 
the test so that the unit sales for each 
segment of the test amount to at least 36 
units. 

Here’s a technique that will help you 
intelligently to purchase point-of-sale dis- 
plays. You will know in 
effectively the display being considered will 
work tor you. The complete details of this 
display sales effectiveness testing technique 
are available now and may be _ obtained 
from the display committee of the ANA. 
If you will contact either Ward Maurer, 
Jack Kurie or me, we will be more than 
happy to give you all the information and 
experience we have on this technique. It is 


advance how 


| available, it has been tested, and it works. 
| And it is yours to use and to profit by the 


benefits this research can give you in the 
planning and buying of your point-of-pur- 
chase displays. 


| Daughter Born 
| To Fergusons 


French Ferguson, display manager fot 


| Siegel's, San Antonio, and Mrs. Ferguson 


are receiving congratulations on the birth 
of a daughter, Barbara Louise, who was 
born on October 19. The baby 
6 pounds 4) 


weighed 
ounces. 


Display Textbook 
In Preparation 


A book on display and display techniques 
is said to be in preparation by K. V. P. 
Burnham and R. P. McNichol, both with 


| J. P. Allen & Co., Atlanta. The book will 
| be called “Visual Merchandising”. 


Frank Izzo Resigns 





| At Brooklyn Store 


} past two years. 


Frank Izzo has resigned, effective No- 
vember 15, as display manager for Martin's, 
Brooklyn, a position he had held for the 
His plans tor the future 
Prior to joining 
Martin’s, Izzo was in charge of display for 
Ludwig Baumann for two years, and before 
that was with the display staffs of Saks 
Fiitth Avenue and Saks-34th Street, New 
York City. His successor at Martin's has 
not vet been appointed. 


| 
will be announced soon. 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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Front, Canopy, Lighting 
Feature New Store 

Continuing its expansion, the Goldblatt 
lepartment store chain, Chicago, opened its 
l6th unit on November 11. The newest 
(;oldblatt a city block long and 
las an entrance on 72nd Court. Its 60,000 


store 1s 


square feet of selling space is equally 
divided between the main floor and_ the 
downstairs floor. Ceiling heights are 14 
feet for the main floor and 1014 feet for 


the basement. 

Constructed of steel and concrete, the cost 
of the building was approximately $800,000 
while the fixtures were about $500,000. 

Blended into the front is a 
projecting canopy that provides incandescent 
lighting from the ceiling, illuminating the 
entire sidewalk in front of the store. Glass 
vestibule. 


long visual 


doors lead into a glass enclosed 
At either end of the store's Harlem avenue 
side are two display windows and the visual 
front extends to 72nd Court. The remaining 
construction of the interior is made of lan- 
A 46-foot free-standing vertical 
sign without spelling “Gold- 
blatt’s”, can be seen for blocks. Another 
sign on the canopy, which is 60 feet in 
length, parallel to the building, is made of 
enamel metal with free-standing 
letters. The 
achieved 


non stone. 


neon guys, 


porcelain 
individual 
prominence 1s 


unguved 
vertical 


canopy’'s 
through a 
steel truss. 

eliminating the need for columns on the 
first floor 1s 
trusses supporting the roof. 


accomplished through steel 
\ staple line of merchandise will be car- 
ied in the which 
tock control system. 


store, will operate on a 
There are compara 
With attrac- 


employ semi- 


glass show cases. 
tables that 
p jlicv, customers 


tively few 
tive displays on 
self-service will be able 
buy with greater speed and efficiency. 


Streamline fixtures will be a modern asset 


long with fluorescent lighting and = floors 
imade of marbellete magnesite. Two wide 


stairways, brilliantly lighted, are located at 


either end of the building and act as safety 
measures, 

In addition to the natural light furnished 

the visual front of the store, the entire 
ulding, except for the 
lighting. Running 
elling of the floor, the 
cessed and flush with the ceiling. 


stock rooms, has 


uorescent along the 
main lighting is 
Ray Bianchi is display director for the 
Goldblatt group of stores. 


French Coal Strike 
Dims Windows 
Due to the coal strike, the use of lighting 
display 
inned until the situation eases. 
iling applies to all electric signs. 


purposes in France has’ been 


The same 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course, 
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decor in black and white 


You are me Rainy 


presented by beau monde 
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piece de resistance 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 











| 51 KNEELAND STREET 


EATERY DISPLAYS. INC. 


ROSTON II. MASSACHUSETTS 


ited oe 











interior or exterior 


For Dramatic Displays 
Visit Our Showroom. 





NOVEL IDEAS FOR NOEL DISPLAYS! 


Smart Creations at Economy Prices 


If you are a display manager and want an idea 
that is different and beautiful we have many 
enchanting Christmas displays to brighten your 
with Yuletime Cheer! 


DISPLAY MANUFA 





CTURERS MART, inc. 


‘Luerything for Display” 


34 WEST 35th STREET 





NEW YORK 1, N. Y. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


* 
$3.00 Per Column Inch — CASH WITH ORDER 











for the 


new look... 


Ve fe 








s in 


display wigs 


coly 
nakelalehiclaitld-iaMehi 

arranjayS wigs 
34 West 740) Street 


New York, New York 
CHelsea 3-8340 
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COMPLETE STORE SETUPS 


IN 60 DAYS OR LESS 


A complete stock of easy to arrange show- 
cases, wallcases, counters and other store 
fixtures make this fast service possible. It 
will pay you to write for details of our 
FREE store planning service which in- 
cludes preparing a store layout for you 
and showing the exact cost of all fixtures. 





Write for our FREE Spring display 
material catalog out soon. 


STORE FIXTURES 
SHUR-NUFF Inc EQUIPMENT AND 
' DISPLAY MATERIALS 

24S. 6th St. 


International Trade Mart 
Merchandise Mart Bldg. 








Minneapolis, Minn 
New Orleans, La 
Oklahoma City, Okla 








NEW MANUAL ON 


PIER MACHE 


Shows Easy Steps in 
Making Figures in 
Full Round Relief 


Now, for the first time, a manual that shows, 
step by step, how to make PAPIER MACHE 
figures in full round relief. Fully illustrated, 
written so anyone can follow it. Gives easy 
directions for making these figures for com- 
mercial art, window decorating, and adver- 
tising. Authored by Snap Wyatt, the coun 
try’s top authority in this field, this graphic 
manual explains, in simplest terms, every 
detail of papier-mache making. Use Mr. 
Wyatt’s easy methods, and you CAN’T 
MISS getting better, more life-like results. 


Step-by-Step Procedure 
Fully Illustrated 
$350 


WRITE TODAY! Learn this 
new, interesting, profitable 
art now! ONLY 
Mail Coupon Today 


Order Your Copy 
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Se SS SS SS SS SS SSB eee eee eee eee 
SNAP WYATT STUDIOS 
1608 Franklin St., Tampa, Florida 
Enclosed please find $3.50 for which RUSH 
a copy of “Applied Papier Mache”, postpaid 
Money back if not satisfied 
Name 
Address 
City State 
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NEW YORK WINDOWS 

WIND UP AUTUMN 
[Continued from page 43] 
In the accompanying 
illustration, green made the major color, 
this being combined with gold and white. 
A papier mache figure mounted on the barrel 


tured evening gown. 


realistically represented the master of cere- 
Though jacket, 
white breeches and boots and black hat, a 
silver finish which had first been applied 
created an interesting glowing effect. In 


monies. wearing a_ red 


the papier mache figure 
rider, a lady rider, 
Tanbark and _ flitter 
made the floor covering and authentic tro- 
phies from the Horse Show were grouped 
in the foreground. 


adjacent displays, 
interpreted a military 


jockey, and = so. on. 


In one of a group otf very handsome 
Bonwit Teller’s, featuring “A 
Little 
Director Gene Moore pre- 


windows at 
Leopard Revival in Touches on 
Wool”, Display 
sented a leopard sitting like an arrogant 
sultan under an umbrella of his own. skin. 
The leopard and his umbrella were out of 
wallboard finished in leopard cloth. Both 
were edged in an aqua chenille tubing. The 
leopard’s eyes and whiskers were also of 
this material and the blue lighting from 
above the display gave the chenille a highly 
Too, the lighting lent 
tremendous expression to the 1 


luminous quality. 
features of 
the leopard as well as making him appear 
Even the butterfly 
carried out the leopard and chenille idea 


to be three dimensional. 


and hung trom the umbrella on a very fine 
wire. The blue-gray painted walls as back- 
ground also became almost luminous by the 
blue lighting, though the color itself was 
very controlled 

leopard 


The engaging and sphinx-like 
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was flanked by a mannequin in a_ black 
broadcloth coat with gunmetal scarf and 
small round leopard muff while her com- 
panion broadcloth coat 
collared in the featured fur and with a small 
hat of the same. 


wore a brown 


Two dark brown fitted coats were shown 
Lord & Taylor display 
seventeenth century Flemish tapestry de- 
picting “The Boar Hunt” —a tapestry in 
which beige, ivory, brown, antique gold and 
dark green predominated. 


ina against a 


The tapestry was bordered with designs 
of fruit and game and this motif provided 
the subject for the one dramatic accent —- 
an urn of fresh fruits and vegetables and 
laurel lavishly arranged. The 
arrangement included pineapples, avocadoes, 
eggplant, purple cabbage, pears, green and 
red peppers, grapes and apples. A quail 
was perched on a cucumber high upon the 
arrangement. The fashions were simple but 
elegant in line and rich in color. One coat 
was accented with brick colored gloves in 
suede while the other mannequin wore black 
satin gloves and carried a small pin-seal 
purse. 


leaves 


At Franklin Simon, a rich outdoor winte1 
scene through two shadow-boxes displayed 
two nutmeg colored untrimmed coats. Real 
evergreens and spruce trees were lavishly 
used in the window and the artificial snow 
which was deep on the floor was so well 
managed on the trees and the lower edge 
of the shadow-box as to make the = spec 
tator feel the frostiness of the air and the 
coming season. The shadow-boxes had a 
velour texture and were placed, seemingly, 
on the interior of a living room, for the 
around the 
boxes was convincing as the wallpaper of 


gray designed area shadow 


a beautiful Colonial home. 


SEL ON ter eng - 


—Featuring Lucien Lelong perfumes, this display is one of a group on the same subject by John 


R. Sims, Harzfeld's, Kansas City. 


dyed muslin shading from peach to blue and purples. 


Frames were covered in a brown fabric. 


Back drops were 
The angels were of pale blue chiffon— 
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“ | “Fashion Aisle’. 


| 


Pa 





You are eerreVaginvited .. 


HE “Barnard Fashion Aisle” leads 
a customers along the newly designed 
. ar floor of Barnard, Sum- 


ready-to-weatl of Barnard, 











ba er & Putnam Company, in Worcester, Mass. 
nm L. G. Sherburne Associates, designers, of | 
id New York City, transformed the long, 
narrow second floor of Barnard’s moder- 
itely old building into a Mecca for women, 
4 misses and teenage shoppers. | . 
The store is well located on the main | * 
id shopping street of this New England in- | 3 
e dustrial community and caters to a medium * 
S. and low price trade. The space used in 
id this job is approximately 150 feet long and 
i] contained a line of posts through the length : : - sa i 
1e of the floor. The ceiling was of a very | & prece de resistance 
at unattractive sheet metal, with unsightly | 
at sprinkler heads laid out in a not too orderly decor in black and white 
in fashion. \ very modern, well-designed a i ky er 
k flight of stairs from the first floor, and | — : 
il elevators from the rear, provide access to 
the floor. This meant that the floor was | Rooms 601-2-3, Hotel New Yorker 
- also a passage for people who came up the 2 
d front stairs and desired to go to rear de- | @ | N.A.D.L. Market Week, Dec. 5-10, 1948 
- partments on the same floor, millinery, turs 
: and beauty salon. 
ni The “Barnard Fashion Aisle” is the 
ll curving main thoroughtare leading from the 
r front stairs to the rear of the department, 
: close to the elevators. The aisle itself is RAY WILLIAMS DISPLAY (() 
e clearly defined from the rest of the floor, « 
a heing covered in rubber tiling, while the 21-23 So. Seeond Street 535 Gravier Street 
re mone on each side is carpeted. Nine gen- | MEMPHIS, TENNESSEE NEW ORLEANS, LA. 
e eral sub-divisions opening onto the aisle | etic 
were planned in order to give the idea of 
rf separate shops for each type of merchan- 


dise. Flexibility of design is the keynote, 


ind the management finds that departments | 
can easily be changed over to other use, 
ind that space assigned to any one item 


can be expanded or contracted in accor- 


ince with seasonal requirements, special NEW YORK 7 
; > : 


sales or changing trends in the type of 


merchandise being sold. 


In gia the individual shops, the 
voung people were given a place of impor- Sh - : b fi / 
tance a teen-age group has a special little Owing its eauti u 
hop in the middle of one side and_ the ” _ m 
junior fashions, slightly removed, are on line of Display Fixtures er 
he opposite side of the aisle. Immediately 
joining the junior fashions is the depart- 
ent for blouses and next to that, sweaters 


nd slacks so that all the clothing the 
unior is normally interested in is close at = O : E L N be W rq R K E R 
ind. In the front, in the most prominent 
place, 1s the better dress section, with the 
udget dresses between that and the junior R O O M be 2 - 
‘ashions. These departments were arranged 
» that one could spread over into another, | 
ccording to the requirements of the time. | D | My p LAY MA R K E af W E E K 
‘pposite the better dresses is the coat de- | 
rtment, with the suits immediately | 
ljacent to it. In the rear is a section de- 
ted to negligees, housedresses and uni- 
rms, 

















SNAP-IN TAG NEEDLE 
U. S. Pat. No. 2416117 


Threads string, cotton and yarn 






Because sales clerks do 80 per cent of 
e wrapping, desks for that purpose were 


ffs 
) 





d out so that they were easily accessible, in a jiffy with your eves shut. cut. 
it could be used for special wrapping DISPLAY TICKET HOLDER 

Ro Price Card Holders c Free 
rks when there is a busy floor. Fitting : 


Window Trimmer's Tool, etc. 
Write for illustrated price list. 
RIIDOLF ORTHWINE CORP. 
503 W. 33rd St., New York 1, N. Y. 





Catalog 





é | 
ms are relatively small, as sais! 


[ ( ontinued OF page 137] 
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EXCLUSIVE FEATURES OF CORSILLO WIGS 


@ Advanced style creations . . . interchangeability . . 





expandable wig foundation . . . all wigs plasticized . . . correct 
fitting . . . all wigs can be restyled... 


... AND you pay no more for these exclusive features! 
Look for Corsillo Wigs at the December show. 


For your convenience, we have added direct representatives. 







Ask your display distributor 


or mannequin manufoc- EMIL CORSILLO, Inc. 


turer... or write direct to 


fp Cstyner of Pow Hat: Feces 


Corsillo for the name of 


: HOLLYWOOD 
the nearest supplier. 





| 
| 


| 





OHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOH 





Chrome Metal Mouldings 


in stock for 
a2 ° 

Showcases Wallcases eda 
MODERATELY PRICED decorative need 
Specify IRBECO for 
moulding that will not 
tarnish, that’s durable 
and that works so easy. 


SEND FOR FOLDER “’D” It’s doubly economical. 


write for style folder 


° Use IBCOFOIL, the foil 
covered moulding for 
economy. 


Apex Store Fixture Co. iaienaianatiiiniaiaiia iy ial 
Factory: 139 Bowery, New York 2, N. Y. IRVING BERLIN g C0. 


CAnal 6-8074 
719 8th AVE., NEW YORK 19, N. Y. 





BUY DIRECT FROM MANUFACTURER 





TOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOH A 
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Milwaukee Stores Cooperate 


In Local Promotion 

The Hansen Glove Corporation of Mil- 
waukee took local honors in Milwaukee 
retail backing of “Glove Week", held = in 
that city from October 10-16. Combined 
forces of radio and newspaper publicity 
advertisements and window display wer 
put into play to effect all-out consume 
interest. Among participating stores wert 
the Milwaukee Boston Store, Gimbel Bro 
thers, T. A. Chapman Company, Schuster’s, 
and Bitker-Gerner. 

Besides supporting national “Glove Week” 
concentration on women’s gloves, the Han 
sen Company also joined with local men’s 
wear stores in promoting Hansen “Occa 
sion-Designed” gloves for men. Stores par 
ticipating in this grouping with window 
displays were Toepfer & Bellack,  Inc., 
Silverstone’s, Sisson’s, and Stumpf’s. 

One of the most complete promotions on 
women's gloves was that launched by Bitker 
Gerner. Five windows carried out a glove 
wardrobe theme. Four large windows, simi 
lar in arrangement and decoration, each 
showed a different glove grouping covering 
sports, daytime wear, afternoon wear, and 
evening wear. A smaller entrance window 
gave attention to “Costume Knits”. 

The Milwaukee Boston store used two 
windows featuring gloves displaved by man 
nequins. The top and bottom parts of the 
window were blacked out to focus attention 
on the gloved hands at waist level. 

Gimbel Brothers featured glove groupings 
in each of the company’s large windows 
along Wisconsin avenue and Plankington 
street. T. A. Chapman Company showed a 
large window on gloves arranged with four 
shadow-boxes. Each box was devoted to a 
different occasion glove such as sports, day 
time, afternoon, and formal. Schuster’s used 
a large window display of the gloves. 

General concensus of opinion trom all 
stores was that they had not had _ sufficient 
time or information to do as complete and 
well-rounded out a job as desired. It was 
agreed that consumer attention in general 
was stimulated by the windows and_ ads, 
and in most cases, good glove sales resulted. 
\ repeat performance next year was antici- 
pated by the majority; men’s stores were 
especially interested in joining the promo 
tion at that time. 


Committee Chairmen Named 
By Atlanta Group 


The following committee chairmen have 
been named by John T. Brock, Rhodes, Inc., 
acting president of the Atlanta Visual Mer- 
chandising Guild. Membership: Gene Tu 
ner, George Muse Clothing Company; social, 
Mary Holtzclaw, Davison-Paxon; publicity, 
Henry Bush, Zachry’s; technical, Herbert 
Mitchell, Rich’s and Douglas Wells, Georgia 
Power Company; treasurer, Laveda Young, 
J. P. Allen Company. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Sew And Save Week Offers 
$1,500 In Prizes 


Once again a window display contest will 
e held in conjunction with the annual Na- 
ional Sew and Save Week, to be held 
February 19-26, with a total of $1.500 to be 
awarded in prizes in three divisions — de- 
partment stores, independent variety stores, 
ind chain stores. The prizes are identical 
n each classification: first, $250; second, 
$100, third, $50, and ten additional prizes 
it $10 each. 

Full details concerning the contest can 
be had from the National Needlecraft 
Bureau, Inec., 385 Fifth avenue, New York 
City 16. In brief, the displays must be on 
view during the time of the national pro- 
motion, must feature the slogan, and_ all 
entries must be postmarked not later than 
March 12. Entry is by means of a photo- 
graph of each different window, the photo 
graphs to be 5 by 7 inches or larger in size. 

Display material and advertising mats 
with the Sew and Save theme are available 
to retailers wishing to promote the event. 
The display material consists of — three 
pieces, one large poster 23 by 46 inches in 
size, and two side cards, each 11 by 14 
inches. There is no charge for this ma- 
terial. 


Model Amusement Devices 
Available For Display 


Six working models of carnival equipment 
consisting of three roller coasters, the 
largest of which is 10 feet long by 46 
inches high and 31 inches wide, a “Cater- 
pillar’, a Ferris wheel, and the “Double 
Whirl” have been made available for 
display on a rental basis. Builder of the 
striking models is Albert Gibbney, of West- 
mont, Ill, who started the work as a hobby 
some time ago. All of the parts, with the 
exception of the rails used on the roller 
asters, were made in his basement out of 
heet metal. 

The models have been displayed in Chi- 

ro by the Commonwealth Edison Com- 
pany, Pixley & Ehlers, and the New Boston 
Store. Arrangements are now being made 
to show them in other stores throughout 
e country. 


Mutual Display Managers 
To Meet December 7 
Display executives of the Mutual Buying 
Syndicate group of stores will hold a 
sund-table discussion meeting at the New 
irk City offices of Mutual on December 7 
Display Manufacturers 
Hear Abrahams 


\ dinner meeting by display manutac- 
rers was held at the Hotel New Yorker 
November 11, at which time Howard P. 
rrahams, manager of the Sales Promotion 
Vision of the National Retail Dry Goods 
sociation outlined plans for the “De- 
cracy Works Here!” campaign and _ re- 
sted the cooperation of the manufac- 
rers in working up appropriate display 
iterial. (A complete outline of the “De- 
racy Works Here!” program is given 
sewhere in this issue.) The promotion is 
ing sponsored by the NRDGA and _ the 
iturday Evening Post. 
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‘THE “SIGNPRESS” costen machine 
FEATURING: SPEED... wire oe LOW OPERATING COST 


Used for fourteen years by leading national chains. Some have from 100 to 500 machines in use. 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
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CHOCOL ATE--CRE 





DISPLAY EQUIPMENT CO. 


BOX D 144 ADRIAN. MICH. 
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| You are ere aminvited.. a 
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e a» 
piece de résistance 
decor in black and white 


presented by beau monde 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 
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LE. HIER DISPLAY EQUIP. CO. 


' 23 N. SIXTH STREET MINNEAPOLIS, MINNESOTA 
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Law ae New Standards In Effect ud 
di l] re of | For Douglas Fir Plywood lyv 
You rc oe OL OR OR Fed yy invite eo - Now in effect is a new U. S. Commercial 2 
z ”. ; Standard, known as CS45-48, for Dougla For! 
fir plywood, setting forth performance re pane 
quirements for both exterior and interior A 
| type panels and appearance details for pec 
| grades within each type. type 
| Simultaneously, the 37 fir plywood manu vOO 
| facturers supporting the industry's quality plan 
control and trademarking program hav sele 
adopted a new simplified A-B-C grade iden spec 
| tification system. In addition, the new achi 
| standard also sets forth even higher per timl 
| formance qualifications for exterior (water 
| proot) plywood. Ma 
| The alphabetical grade marking system In t 
| provides for A, B, C and D designations A 
for the veneers (plys) which are bonded the 
= . | together into panels; appearance grades plac 
piece de resistance within the two plywood types—exterior and glar 
; | interior—are determined by the outer plys this 
decor in black and white | or face veneers. The A veneer, of course, twet 
presented by beau monde | is the highest quality and compares with 42n 
| that veneer quality previously known as dus, 
| “sound”. The B quality is described in resp 
Rooms 601-2-3, Hotel New Yorker | paragraph two below. C and D veneers “Ba 
are used primarily for inner or back plys; exce 
N.A.D.I. Market Week, Dec. 5-10, 1948 however, defect limitations are more strict mag 
for C, the lowest grade veneer permitted in libe 
any lamination of exterior panels. mar 
Grade trade names will continue to be bloc 
used in the identification of fir plywood. nue. 


Typical is the “PlyPanel” designation for \\ 

the one-side material intended for interior the 

wall paneling. However, the letter classi- brill 
of will call for the incor- 








fication veneers prov 

. yorating of the letters “A-D” as part of the ine 

BURLINGTON, NORTH CAROLINA peciecson ae “PlyPanel” stamp aes than a 
ee ee eee ee ee ee ee ee eee eee eee eee eee the words “sound 1 side”. was 
- | Other important provisions in the new fled 
1 TEAR ALONG DOTTED LINE --- INSERT IN # | standard, which replaces CS45-47 previously bi 
; O - in effect, include: to « 
; YOUR NOTEBOOK OF MUSTS! ; 1. Introduction of a new appearance 1008 
: : quality oi veneer—the B quality. This ead 
' # | presents a smooth, solid surface suitable lite’ 
: - for painting. It, however, will permit ma- orat 
t a | chine-made, circular plugs as repair of The 
: : natural defects as well as allowing for ee 
‘ ' small, tight knots. dis} 
a ROOM ' 2. Introduction of two new grades within finis 
: 4 each of the two types by utilizing the B aga 
' § | quality veneer. The grades are “PlyBase” cole 
; O : (having one B or solid tace) in the interior coul 
s § |} type and exterior utility grade, a com- box 
; - panion grade, but with waterproof bond tele 
: : between plys. Then _there are the A-B shay 
Hotel New Yorker, December 5-10 ‘ ee yore in a weil = ESCE 
a DISPLAY MARKET WEEK ’ exteriol types Ww ich Wi supplement the 
i a | supply of two-sides plywood. | 
; Is where you will see America's Most Complete Line of : ee ee ee ae ly 
: Scatter Items, Floor Coverings, and Spring Foliage. t | panels in most grades so there will be 2%, 3, lino 
‘ 8 | 3%, and 4-foot widths, and 5, 6, 7, 8, 9, 10 il 
: O ANKERUM MFG. COMPANY : and 12-foot lengths. Conversely, the total A 
- 8 | number of plywood items in the list 1s O 
! —S. E. COR. 19TH AND ARCH STREETS PHILADELPHIA 3, PA. § | reduced by about 25 per cent as  small- \ 
nena ek Site rn ae a SO : increment size gradations are dropped. ; 
sea 2 eS SS SEE eee 4 


4. A new grade-trademark has been in- 


ITEVERYTHING FOR Display || | 0 USE TH ee 2 
grade ¢ exterior type alterial | s 
ple}-yam 3 Te) elcle)r mae) pportunity xcnange Shield” and will appear on the edge and 
P fires. ne! Inc. & For any WANT AD purpose: back of the panel in addition to the “Ext- 
Complete Display Suppliers POSITION WANTED POSITION VACANT Dipa” type designation. “PlyShield,” th 
618 MARKET ST. ee | | Con DESPLAT SQUIPEEET FOR GALE i ; . tl 


utdoor paneling grade for ‘rn siding 
5.09 Per Colma Inch — CASH WITH ORDER | | CUTC°O Pancling grade for modern si 
softs, commercial buildings, farm struc- 
































48 





NOVEMBER, 1948 


(ures, etc., now represents a third of all fir 
lywood produced. 

5. New grade specifications for “Ply- 
form”, the multiple re-use concrete form 
panel. 

Altogether, the new standard sets forth 
pecifications for seven grades of interior 
type and six grades of exterior type ply- 
wood. Grades and stock panel sizes are 
planned to offer the ultimate consumer a 
selection of panels carefully designed for 
specific applications and simultaneously 
achieve utilization of the raw material — 
timber. 


Many Innovations 
In New Shop 


A “coming of age” party which typifies 
the classical American success story took 
place November 10 in an atmosphere otf 
glamour when Stephen Klein, who came to 
this country just eight vears ago, saw his 
twenty-first candy store open at 208 West 
42nd street, New York City. Morris Lapi- 
dus, New York architect who has been 
responsible for several of the most recent 
“Barton’s Bonbonnieres”, has designed an 
excellent decor in the firm's traditional 
magenta, yellow and gray which is de- 
liberately used in “high-style” effects in 
marked contrast with its neighbors in the 
block between Broadway and Eighth ave- 
nue, 

While a four-story sign set flush against 
the store front competes favorably with the 
brilliance of Times square, the interior 
provides a bonbon-box interior for the con- 
tinental chocolates the secret of which was, 
with $50, the entire capital Stephen Klein 
was able to bring out of Vienna when he 
fled eight years ago to the United States. 

The chief feature of this newest attempt 
to enliven West 42nd street is an elegant 
interior, which through use of an_ entire 
mirrored wall, an all-glass open-store front, 
and a display which begins at the “Hercu- 
lite’ doors and extends from floor to ceiling, 
practically opens the shop to the passer-by. 
The effect Architect Lapidus has achieved 
through brilliantly lighted circular wall 
displays, made of aluminum in magenta 
finish set against a yellow wall, ts repeated 
again in the doughnut shape of the magenta 
colored deck which rises above a circular 
counter, lacquered in magenta wood. Here 
hoxes of Barton’s (a name chosen from the 
telephone directory) chocolates will be 
shipped anywhere in the world; a fluor- 

cent lighted “Plexiglas” sign advertises 
that fact. 

he problem of maintenance has been 

lved by Lapidus’s use of a “Life-wall” 
linoleum covering which covers the yellow 

ill in the rear against which are placed 
ick lacquered wood cases covered with 
ormica” in sheets. To complete the dis- 
iy feature, colored “bubbles” of blown 
‘lexiglas”, which resemble gigantic gum- 
ips, are stuck in the rear wall as a 
orative feature. 
\ polished terrazzo floor in magenta, 
sily cleaned, sloping counters and show- 
ses which prevent customers’ muddied 
es touching the cases, strips of cold 
thode lights over the window set on an 
gle across the front topped by a four- 
ry sign, are additional features. 


| 


| 


| 
| 


| 
| 
| 
| 


| 
| 
| 
| 
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Granular Display Materials 


THEY ARE NOVEL... UNIQUE Trademark Reg. U. S. Pat. Off. 
Snow — Tinsels — Diamond Dust — Mica — Wood Flakes, Etc. 





Latest Xmas Colors — Free Catalogue Furnished 


Prompt shipments. They create color and effect. Ideal for creating many effects. Also 
manufacture Lawn Grass, Sand in various colors, stones, tinsels, diamond dust, pearl chips. 
sea shells, fibre glass, ete. Can be used for exterior or interior displays. Good around tree 
trunks, pots, pedestals. ete. It’s first choice in leading stores from coast to coast. 





No. 6—Wood Chips No. I—Flat Wood Flakes 182P—Wood Kubes 


NATIONAL SAWDUST Co., Inc. Display Dept. 
65 NORTH 6th ST. BROOKLYN I1, N. Y. 


Contact your jobber or direct if necessary — Catalogue furnished. 



















- 


But harmful to window displays ! 


Your window displays lose money in sales and 
fabric fading when the sun’s rays hit them 


“CLEAR-VUE" Transparent Sun Shades earn money 

for you. They prevent fabric fading caused by harmful & 
sun rays... they eliminate sun glare, keeping your dis- 
played merchandise attractive and easy to look at. Simple : 
to install...easy to operate. It takes only seconds to 
raise or lower ““CLEAR-VUE” Shades without disturbing 
window display. Choice of four colors: Amber, clear, * 
green, gold. 





Write for Free Literature 
Send rough window sketch and dimensions for free estimate 











USE THE WINDOW DISPLAY 
OPPORTUNITY EXCHANGE MATERIAL 


For any WANT AD purpose: BECKER SIGN SUPPLY Co. 
319-321 N. Paca St. Baltimore 1, Md. 





POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 








FOIL and FANCY 


PAPERS 


e Plain and Embossed, Borders, Base Metal, 
Puffing Foil, Florist Foil, Chain Links. 


IN STOCK FOR IMMEDIATE DELIVERY 
$3.00 Per Column Inch — CASH WITH ORDER R. A. OHLHORST 














454 Broome Street, New York 13, N. Y. 
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HE greatest street decoration ever to be AS 

erected on Chicago's downtown State ih 

street, “world’s greatest shopping center” ok 

was formally unveiled on November 13.) A ce 

PLAY FIXTURES local display firm was given the job of de- b 
NORTHERN DIS signing in clay, and then later producing in wa 
VE EVERYTHING papier mache, two giant reindeer teams € 

HA stretching nine blocks from EI to El on the 1 

fea city’s main shopping thoroughfare. ud 
On a_ sweltering August day shoppers me 1 
paused along State street to watch a 350- yu 
pound paper and steel-ribbed deer lurch to mad 
the top of a lamp post while a team of uly 

perspiring electrical workers tugged at the ou 

rigging being used to try on the first of igh 

Santa’s reindeer “for size” ce 
There were still 108 more shopping days - 

before Christmas, but already the State In 

Street Council was preparing Chicago for iS 

its greatest Christmas show. ce 

As a matter of fact, planning for the lave 

decorations began in January, 1948, shortly rt 
after the 1947 decorations had been hauled star 

away for storage. The idea of two gigantic th 
teams of 74 reindeer prancing for blocks x 
Stores specializing in quality merchandise down the “merchandising mile”, from El 
prefer Northern Display Fixtures. was 
Complete lines are available in two styles. Bak 


ee Sta te Street S nh Ow i 


Distributors: There are still some territories 




















available. Write for illustrated folder. ast 
insu 
to El, was approved in February. A giant —an architectural engineering company and s] 
N 0 2 T 4 E Q N | Santa Claus, holding reins of colored lights a commercial lighting concern. “cel; 
we FIXTURES | in his mittens, was to drive each reindeer “Dunder’s” test-flight up the 30-foot pole tape 
allt lh te EAB team from each EI platform, seated in a acct 
3524 MARTENS ST. TTOLLee eee | 000-pound steel sleigh. Thus the total effect —At work on the half-ton clay Santa Claus fran 
| was that of two gargantuan reindeer teams, — preliminary to moulding the two giant figures St 
stretching nine city blocks, and meeting, in which are now seen driving their reindeer ene 
= | leaping flight, head on at Madison and teams along State street... . At least four to t 
Use the Mannikins and Forms Now State street. called the “world’s busiest aa: pate a phere oe of oe oc dines 
° ° . eT ee reindeer. From October 20 until November 
Being Used By Leading Display Men ini ttle 13 the deer were erected on the street's to | 
It was startling and so VAS the cost lampposts at the rate of eight a day. (Photo- Nov 
ete " : 7 an estimated $00,000. Besides the display — graphs by courtesy of the State Street Council 0 
All Purpose Men’s be 2a . 7 ‘ ‘ | 
firm, two other firms were to be employed and Silvestri Art Mfg. Company, Chicago)— Chic 
+ ory, Form.” erul 
<4 Shirts Sweaters Poy 
’ and Sportswear os 
4 Py $10.50 \ 
( 
DON COLLINS 
¥ BR WN S Sup 
Los Angele In | 
E 
When it comes to Fas 
mannikins and a 
forms, who should 
know their require- 
ments better than | : 
Display Men? 
That is why the 1 
best known West 
Coast Display Men t 
have been using 
Decter Mannikins —— 
and Forms. 
That is why ; 
they're winning : 
preference I 
everywhere! t 
t 
DECTER MANNIKIN CO } 
. C 
2617 W. PICO BLVD. c 
| LOS ANGELES, CALIF. _ 
a 
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as only the half-way mark in the process 

his creation, and the engineers carefully 
wok notes on his landing. He didn't bal- 
nee on the crest of the pole correctly, and 

back he went to the workroom where 50 
ore pounds of steel scrap were added to 
e hind legs. 

The balancing problem had been solved 
nd his teammates went into production at 
e rate of one a day —each half separately. 
Dunder” had been born from a clay model 
ade in June by two of the display company’s 
culptors. It required 2,000 pounds of clay, 
oulded into a deer 16 feet long, 12 feet 
igh and 7% feet trom rump to. chest, 
ecessitating special scaffolding for work on 

e head. 

In production each 20-piece plaster mould 
vas laid on its side and coated with stearin 

wet grease). Five alternating red and gray 
lavers of special process paper, soaked in 
hot water and swabbed with weatherproot 
starch paste, then was pressed by hand into 
the mould. 

\fter the paper job was completed the 
steel skeleton was laid in and bound with 
burlap and glue. Then the other paper side 
was arranged over the skeleton and patched. 
Baking overnight in a gas-heated kiln at 
more than 100 degrees finished the job. Joel 
Goldblatt, president of the Council, per- 
sonally inspected this preparation, as well 
as the weighing of the 400-pound deer to 
insure proper balance. Each pair of antlers 
spreading 5 feet—is fashioned from 
“celastic’, a plaster impregnated adhesive 
tape, and a special jig was used to insure 
accuracy in placing the horns on the steel 
frames. 

Starting on October 20, “Dunder”, “Blit- 
zen” and their other teammates were hoisted 
to the tops of the 74 lamp posts on down- 
town State street, one after another, so as 
to be ready for Santa’s arrival Saturday, 
November 13. 

Qn that date, first shopping Saturday of 
(hicago’s Christmas season, a live Santa 
cruised down State street behind the annual 
Povland Parade. Above the thousands of 
irents and kids and Santa Claus glistened 


reindeer in the morning sun. 
\nd thus much of State street's problem 
Christmas showmanship was completed. 


Supple Wins Top Award 
In Millinery Contest 
First prize of $200 in the Millinery 
Fashion Bureau's display contest has been 
varded to Eugene Supple, The D. M. 
ad Company, Bridgeport, Conn. Second 
ize went to Don Hurley, display manager 
O'Neill's Store, Baltimore. 
is awarded to Curt Wright, display man- 
Fourth prize 


Third prize 


The Fashion, Houston. 
nner was A. F. 
the Gilchrist Company, Boston, Mass. 


Early, display manager 











We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
Charge is made for this service, of 
course, 
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HALF ROUNDS - HOSIERY FORMS 
MANNIKIN BASES 


Plus a bread-and-butter line of heavy-de 
mand display items ... ALL THALL quali- 
ty. Write for free illustrated catalog. 


PLASTIC 
HALF-ROUNDS 


Stock Sizes 

e765, 16. 

12", 18" by 
Ss or?” 
diameter. 

















LUCITE MANNIKIN BASES 


For Manufacturers and Refinishers 
to FIT ANY SIZE ROD 





\ HOSIERY DISPLAY FORMS 


with Toe base or Reverse Position 
“i in Full Length or Knee high. 


\ OF GENUINE LUCITE 


THALL PLASTIC 
ENGINEERING CO. 


Creators and Manufacturers 
of Display Fixtures 
155 CHAMBERS STREET, NEW YORK 7, N. Y. 


Write for new low prices 





Made of '.” thick, non-warping finest quali- 
ty Lucite. Built to take abuse. We stock 
4” 2 14, 16° % 2". Ia 3-3. 15" = 16". 
Any other size made to your specifications 
at no extra cost. 











i 2 ———— 


You are cordially, invited... 










AP RE Bie 


e~ ae « 
piece de resistance 





decor in black and white 






presented by beau monde 






Rooms 601 s2e3, Hotel New Yorker 
N.A.D.I. Market Week, Dec. 5-10, 1948 


WILLIAM'S CORPORATION 


' 4 SOUTH LIBERTY ST. BALTIMORE, MARYLAND 
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Two Important Reasons 


FOR VISITING US 
DURING MARKET WEEK 


7 e To See Our Plastic Mache Art 


A « To See Our Plastic Transparencies In 
Color 


In Flowers, Displayers and Decorative Units 
Created Exclusively By Us 


DISPLAY PRODUCTION CENTRE, Inc. 


"Headquarters for Display" 
51 WEST 35 STREET, NEW YORK CITY 1 BRYANT 9-3625 








PARK LANE 


will present an outstanding line of 


Display Fabrics and Papers 


for Spring and Summer at 


SPRING MARKET WEEK 


ROOM 725, HOTEL NEW YORKER 
DECEMBER 5 - 10 


You are cordially invited to attend 


Passe fabrics Ge. inc. 


45 EAST 30TH STREET —- NEW YORK 16, N. Y. 











SEE the 
SUSPEND-O-MATOR 


fully trimmed and in operation. View this unique display device 
and marvel at the attention-arresting motion. 


ROOM 721, HOTEL NEW YORKER 


NADI DISPLAY MARKET WEEK 
DECEMBER 5 - 10 


MODERN DISPLAYS ING. vicincrc.s oe 














| 
| 
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Color Is Dominant 
In New Building 


The newly redesigned Botany building at 
16 West 46th street, New York City, com 
bining all sales divisions of Botany Mills 
Inc., will be opened to the press on No 
vember 17 for a preview showing. 

Maurice and Joseph Mogulescu of Ds 
signs for Business, Inc., and Louis Hatkoff, 
architect, a coordinated team of architect 
and designers, worked together in making 
simultaneous plans for structural changes, 
engineering installations, interior design and 
decor. 

The interior of the structure, unchanged 
since the erection of the building in 1912, 
has been completely renovated. Only the 
shell of the original structure has been re- 
tained. 

With architect, designer, and decorator 
operating as an integrated group, design 
and tunction have been blended to obtain 
optimum working conditions in an attrac- 
tive modern business setting. 

One of the most striking evidences. of 
this close cooperation is the coordination 
of curved walls, hung ceilings, custom-built 
cabinets, furniture, lighting, color, and even 
the design of such accessories as lamps and 
ashtrays. 

Through the effective use of color the 
designers have been able to express the 
individual personality of each division while 
using the same basic architectural treat- 
ment throughout the building. This color 
keying creates an immediate awareness of 
the character of each floor. 

Thus the muted masculine browns and 
beiges of the men’s wear products division 
give way to emerald green, chartreuse, and 
white highlighted with tangerine on the 
products for women floor. The sophistica- 
tion and high fashion quality of the Botany 
women’s wear fabric division is expressed 
in suave grays highlighted by yellow and 
crimson touches. 

On these floors devoted exclusively to 
executive offices conservative brown and 
gray complement the mahogany paneling 
used in these areas. 

On every floor color has been used to 
heighten the illusion of spaciousness and to 
dramatize the function of each area. In 
conjunction with the lighting system, color 
unifies the design program by establishing 
a relationship between the decor and mer- 
chandising activities. 

All cabinets in the Botany building have 
been custom designed to perform specific 
functions in a specific location. <An_ illus- 
tration of the functional type of cabinet 
developed by the designers is the “master 
cabinet” installed in the men’s wear products 
division. Built into the salesroom wall, it 
holds the eight different products merchan- 
dised in this division in their full style and 


color range. Sliding panels and overhead 
spotlights permit each product to be dis 
plaved individually. In the neckwear com 


partment, for example, 1,400 ties, each on a 
specially designed holder, can be shown 
without intrusion of mufflers, hose, or 
slacks. 

\ combination of indirect fluorescent 
lighting for general illumination and in 
candescent light spotted over work areas !s 
used throughout the building. 

Recessed cove lighting reduces harsh con- 
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trasts and increases the apparent width and 
depth of the rooms by lending an illusion 
ot perspective. This illusion also gives the 
rooms greater apparent height. The use of 

th types of fixture creates a play of light 
o! varying intensities which is an essential 
element in the decor. 

\lthough a minimum of unfiltered natural 
light enters, the over-all effect is one of 

ft daylight with all glare eliminated. The 
lighting in all areas has been blended to 
show fabrics ir their natural colors. 

\n interesting example of the cove treat- 
ment is located on the president’s floor 
where shadows and_ reflections from a 
double cove provide the only color con- 
trasts in the monotone gray decor. On 
other floors coves follow the curving wall 
lines, providing even illumination for re- 
ception, merchandising and office sectors. 


In some cases, false windows framed in 
antique walnut are made to seem an inte- 
gral part of the structure. This treatment 
has been used to advantage in the women’s 
wear fabrics sales room where two sides 
of the room have been completely enclosed 
in a window wall and in the men’s wear 
products division where frames are separated 
by draperies along the entire length of the 
showroom. 

Custom built upholstered furniture, in 
bright, vibrant tones, provides most of the 
color accents in the Botany decor. 

Qn all floors the single high color used 
to dramatize the decorating scheme is intro- 
duced in the upholstery and repeated in 
the draperies. In divisional and executive 
offices, hand-glazed leather takes the place 
f fabric, the color remaining the same 
though values may differ. 


( 


Occasionally, upholstery has been matched 
to the tones in walls and floor coverings to 


give an impression of spaciousness. Up- 
holstered pieces are also used to break large 
areas into smaller sectors without intruding 
screens or partitions. 


Giant Cups Are Stars 
In Nestle's Displays 


New point-of-sale material tor Nestle’s 
hot chocolate for the 1948-49 cold weather 
season include a gargantuan die-cut cup of 
the beverage that measures 17 inches across 
the brim. The same idea is likewise carried 

in smaller cups which are 10° inches 
a iss the top. 

Vesigned and lithographed in full color 
by Einson-Freeman Company, Long Island 
City, N. Y., the cups are to be used as 
part ot the Nestle’s program which is fea- 

ig a special display which encourages 
ers to show related food items 
eature your profitable dishes on the 
tress’ display plate, or use the full color 
wich and doughnut reproductions and 
h your fountain sales jump” advises the 
lay set-up guide that accompanies the 
lay. Star of the piece is a pretty wait- 
Whose hands extend out toward the 
tomer, one holding a cup of Nestle’s hot 
Nate and the other a plate. The latter 
mpty, so that an actual sandwich or 
ghnuts can be placed on it. Lithographed 
ductions of a doughnut and sandwich 
also furnished with the display piece, 
ever, so that they can be used if the 
er prefers. 
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Wr), ROTOCHROME 
Sie SPOTLIGHT 


Smallest Spotlight of its kind! 
Provides 500 Watt Illumination! 
Totally Enclosed — Absolutely Safe — 
Completely Automatic — 6 Continuous 
Color Changes — Adjustable Beam Size 


Ideal for Store Windows, Displays, Exhibits, 
Conventions, Shops, Theatre and Hotel Lobbies, 
Restaurants, Night Clubs, Cocktail Lounges. 


Send for Bulletin No. 471 


GoldE Manufacturing Co. | 
1222-A West Madison St., Chicago 7, Ill. 








[ar 









You are oe Maginvited.., 


PRR 6 tite 


o™~ ae 
piece de resistance 
decor in black and white 


presented by beau monde 






Rooms 601-2-3, Hotel New Yorker = 
N.A.D.I. Market Week, Dec. 5-10, 1948 









a 


MIDWEST DISPLAY RQUIP. (0. 


2310 LOCUST STREET ST. LOUIS 3, MISSOURI 
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SAVE 


MADISON GLASS 


85-25 126TH ST. 


) CONVEX MIRRORS 
m AT SACRIFICE PRICES! 


Because we are discontinuing the manufacture of convex mirrors, 
we are closing out our entire stock for below cost. 


Complete your stock at savings of 60%. 
24" each $0.075 


:. 7 each 


34," each 


4," each $0.13 

- = each .15 

oo each .18 
each $0.30 


Terms: 30 days net, F. O. B. factory 


Due to these very low prices, orders must be $25.00 minimum. 


SPECIALTY CO. 


INC. 


RICHMOND HILL 18, N. Y. 














The Night 
Before Christmas 


This very attractive display is 29" wide and 48" 
high. The net weight is around nine pounds. 


It is printed in eight brilliant colors on heavy 
cardboard and mounted on a wooden frame to 
prevent warping. The wooden frame also pro- 
tects the display in transit. 


The subject matter is very appealing. The chil- 
dren are looking up the chimney watching for 
Santa to come down. 


The motion is Santa Claus listening at the 
chimney with his hand to his ear bending close 
to the chimney and then forward again as if in 
doubt that he heard a noise downstairs. 


The cost of this display with motor attached 
ready to plug in is $20.00, F.O.B. Brooklyn. 


GREGORY MOTORS INC. 


320 Bridge Street Brooklyn I, N. Y. 























(Division of 


Associated 


To Display fobters 


Visit Our Display at the Hotel New Yorker 
during SPRING MARKET WEEK 


(distributed by R-TEX Company, ROOM 703) 
Also come in and visit our SHOW ROOM at 


ASSOCIATED FABRICS (0.0 ooscaoNY 


Fabtex Corp.) 
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Illuminating Group Reports 
On Store Lighting 

The Illuminating Engineering Society re 
port on “Lighting Practices for Stores an 
Other Merchandising Areas” contains 
wealth of up-to-date information and idea 
for use of the store operator, the display 
manager, the architect or store designer, th 
lighting consultant and the electrical con 
tractor. The emphasis in the report has 
been placed upon the principles of stor 
lighting to provide an understanding oi 
what needs to be accomplished to present 
attractively the merchandise to the shoppe: 
Design data and suggestions helpful in 
carrying these principles into practice in 
lighting individual types of stores or spe- 
cific types of merchandise are incorporated 
in the appendices. 


The report develops the three functions 
of store lighting which should be the aim 
of everyone concerned to create. 


1. Help attract attention to the store and 
its merchandise. 


2. Produce facilities for good seeing so 
that shoppers can judge the qualities of 
purchasable items accurately and quickly. 

3. Create a store interior which is a 
pleasant and comfortable place in which to 
shop. 


In the section on lighting for interior 
merchandising areas all of the factors that 
are important in a store lighting system are 
pointed out. Following is an analysis ot 


dighting systems in terms of their usefulness 


for lighting stores. The various systems ot 
lighting commonly used are taken up sep- 
arately and investigated as to their char- 
acteristics and usefulness in producing cer- 
tain results. Comparisons are made between 
the different systems which will greatly 
assist in the choice of system when the 
lighting of a specific store with its par- 
ticular kinds of merchandise is to be done. 

In the discussion on lighting for interior 
displays examples are given of all types of 
show case, wall case, free standing displays 
and niches. The effects of colored light on 
backgrounds, spot and floodlights and dra- 
matic possibilities are brought out. Show 
window lighting is discussed in detail with 
emphasis on various methods for overcom- 
ing daytime reflections. This section in- 
cludes a discussion of the problem of fading 
of merchandise. 

Under exterior lighting are included such 
subjects as illuminated signs and illuminated 
fronts as well as outdoor selling areas such 
as used car lots and gasoline filling stations. 

The appendices include a summary chart 
ot current lighting practices for merchan- 
dising areas. Much study has been given 
to the preparation of this chart which in- 
cludes recommended color of light source, 
method of lighting and level in footcandles 
for the selling lighting, the general lighting. 
and the display lighting for many types ot 
merchandise. 

The report is well illustrated throughout 
with photographs and line drawings, all ot 
which give helpful suggestions. 

Copies of the report may be secured from 
the headquarters of the Illuminating En 
gineering Society, 51 Madison avenue, New 
York City 10, at 50 cents each. 
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Elaborate Puppet Display 
For Abbott Laboratories 

Hit of the 50th anniversary meeting of 
the American Hospital Association in 
Atlantic City recently was an animated 
display used by Abbott Laboratories, North 
Chicago, Ill., to demonstrate the advances 
made in medicine and_ hospital practice 
during the past 50 years. 

The puppet hero was “James S. Knowles”, 
the hospital association’s first president, and 
the skit showed his return to earth to 
observe the changes since his day. While 
the primary purpose of the show was _ to 
attract attention to the Abbott display, it 
also. served to introduce various Abbott 
products to the spectators. Thus when 
methods of anesthesia were being discussed 
by the puppets a direct reference to an 
Abbott anesthetic and its advantages were 
logically brought into the conversation. 
Attention was also called to two profes- 
sional films which Abbott offers to hospital 
groups. 

Written by the Abbott advertising depart- 
ment and produced by the Chicago branch 
of Gardner Displays, the skit was _ first 
recorded by professional actors and_ then 
came the task of synchronizing sound and 
movement. 

Each figure was controlled by a separate 
motor which was set in motion by a relay 
switch or micro-switch. When the sound 
unit reached a point where one certain 
figure was to be activated, a projecting arm 
on the record flicked the switch that caused 
the correct gesture. Lip animation of each 
figure was controlled separately by elec- 
trical impulses from the sound unit, with 
lip movement synchronized by means of the 
vowel sounds. The operation of the show 
was completely automatic. 

The figures used were about 2 feet tall, 
shown on a stage of approximately 6 by 3 
feet. The show took about ten minutes for 
1 complete presentation. 


NRDGA's Display Group 
Plans Meeting 

\ meeting will be held in New York City 
on December 7 by the board of directors of 
the Visual Merchandising Group, National 
Retail Dry Goods Association, to complete 
plans for the display section’s part in the 
NRDGA’s annual meeting in January. 


Display Is Subject 
Of New Book 
“The Art of Display” is the title of a 


’ 


book written by Samuel B. Faier and pub- 


lished by The House of Little Books, 80 


Kast llth street, New York City 3. The 
subject is dealt with in condensed fashion, 
overing the elements of display, materials 
used, principles of design, color, showcards, 
lighting, and related topics. The book is 
illustrated with sketches. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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SNOW---SNOW BLOX 


“SHIMMERY SNO" — PLASTIC SNOW 
PLASTIC SNOW BLOCKS 


CONFETTI 
ORDER NOW!.--Not Late Yet 





For Spring Displays 


COLO-MICA—Colored Mica in a large color range 
COLO-CAL—SAND and ROCK CRYSTAL 
Many, many colors 
GLASS BUBBLES—Hand blown—1" - 31/2", eight sizes. 
Crystal and Colors—True bubbles. 
CHIPS—Marble—in white, slate gray, black. 





Our line is Fireproof and Vermin proof 
—Economical to use—Very effective. 


Contact Your Jobber or Direct 





Box 289, Dover, N. J. 





MALROS COMPANY 


“The House of Colors” 


Factory: Center Grove Rd., Dover, N. J. 








Larger Projectors too! 


MODEL OA1 
Projects sharp 10 foot im- 
ages from 61,” x 61,” 
opening. Has motor cooled 
500-watt illumination. 

$155.00 F.0.B. N. Y. 


MODEL OA3 
1000 watts of air-cooled 
illumination delivers bril- 
liant screen images. Has 
7," x 10” opening. 
$250.00 F.0.B. N. Y. 











tor over a photograph, magazine page, coin, jewelry 
or any flat opaque object—and you can project a 
screen image, faithful in every detail and color, 4 feet 
square and larger. Projects an area 5” x 5” at one 
time or larger area a section at a time. 


MODEL O, OPAQUE PROJECTOR 
Complete with special 150-watt reflector lamp and 


8’ cord and plug. $29.50 F.0.8. N. Y. 









aa 
ART}) 
Arruur Brown « sro., inc. NET) 
67 West 44th St., New York 18, N. Y. — 
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PPTL RR vobtrediag =| 15) W. 18th St. @=~— New York City I 


THAYER & CHANDLER AIRBRUSH Uy, / | 
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ANTICIPATE YOUR NEEDS 


Contact Your Jobber or Direct 


BOX 289 





EGGS 


FOR EASTER DISPLAY 
0 0 0 


ASSORTED PASTEL COLORS — 
Yellow — Violet — Green — Robin 


B 


p 
E 


lue — Red — White. 


NATURAL SIZE — Looks like the Real Thing — but made of Glass. 


acked | gross to Carton Like Real 
ggs. 
In Even Grosses at $20.00. 


MALROS COMPANY 


“The House of Colors” 


DOVER, N. J. 
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NEW MANNIQUINS 
They Sit—They Bend—They Stand 
WHAT A SELLING JOB THEY DO! 
See the FREE Catalog 


am 








oe ble 
4 a 
wey ee odies, — 
er gular styles from $69. 
heads. at 
AK FIX = 
" the @ pealing solr" eet 
Today . for modern stores 
Today Grain, at 
ra Decorations 
von eno to create the holi- 
cn ge venga interiors and win 
pony day spirit in your ! 
You dowss Prompt deliveries— 
Desire not delve 















MIDWEST 
MANNIQUIN DISPLAYS 


532 N. WATER ST. MILWAUKEE 2, WIS. 






WILL BE 
FOCUSED ON 
ROOMS 640-641 


HOTEL NEW YORKER 


Spring Market Week 
December 5 to December 10 


See America's Most Original Line of 
Display Units, Fixtures, Foliage and Materials 


/TRI-ALLIED 
L CREATIVE DISPLAYS | 


MANUFACTURERS AND DISTRIBUTORS OF 
DISPLAYS, FIXTURES, DISPLAY MATERIALS 
200-202 NO, PEARL STREET, BALTIMORE], MD. 


fe 











TURNTABLES 


For turning anything from a mannequin to a 
locomotive. Capacity 50 pounds to 50 tons. 
Size 36” to 36 ft. diameter. We can engineer 
any turntable to your specification. 


Macton Machinery Company, Inc. 
DEPT. D PORT CHESTER, NEW YORK 
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MANUFACTURER DISPLAY AIDS 
NEED MUCH REVISION 


[Continued from page 113] 


“Too large is often the fault and too bold, 
not dignified enough.’—Sioux City. 
“Character of material not suited to 
pearance of store’s regular advertising and 
display material.’”—Baltimore. 
“They don’t seem to consider the type of 
store to which they send display material 
often too big or just not adequate to 
display” — Bridgeport, 


ap- 


department store 
Connecticut. 

“Gaudy, lithographed posters, provided by 
most manutacturers, also mounted copies of 
advertisements appearing in magazines are 
rarely used because in color and theme they 
do not fit modern stores’ display plans’— 
Santa Monica, Calif. 

“Seldom conform to store’s window treat- 
ments —are too poster-y and frequently in 
bad condition.”—St. Louis. 

And these are the suggestions made by 
the to national advertiser 
display helps: 

“TItinerant displays planned by men who 
have actually arranged displays for retail 
stores are fine. Enlarged photographic black 
and white and color photographs are good 
if in frames.”—Santa Monica, Calif. 

“That display designers study windows of 
the average mid-western retail store, to get 
cross-section of retail usage, and key dis- 
play material to this end.’—Lincoln, Neb. 

“It might be a good idea for manufac- 
turers to categorize the different stores they 
intend to supply with display material 
and then prepare different types for each 
group. Department stores—(different types) 
—fashions stores, etc.”—Bridgeport, Conn. 

“Let retailer do his own window displays. 
The less help from manutacturers, the bet- 


displaymen 


as 


good 


ter.”—Buffalo. 
“Simple displays, in good taste and in 
units that can be used for both large and 


small windows.’—Cincinnati. 

“Would prefer idea photo- 
graphs of windows (and interior displays)— 
not prepared material.’—Washington, D. C. 

“Manufacturer supply component 
parts of displays wherever possible rather 
than complete displays, or should to 
share with the allow to 
keep special promotional in character with 
its general approach.’—Baltimore. 

“Have manufacturers contact leading dis- 
play helps.’’—Miunne- 
apolis. 


sketches or 


should 


agree 


cost store, store 


managers for display 


“Develop ‘idea’ pieces for department store 
use, important enough for big windows and 
travel them to Wash- 
ington, D. C. 

“We do not use one-tenth of the displays 
we receive. A modern department store has 
little use for this type of 
Grand Island, Neb. 


from. store store.” 


advertising.’— 


“Better study be made of the need for 
more than one type of advertising aid; for 
‘Borax’ type store, for better type store, 


and for medium type store.’—Cincinnati. 
“Not interested in the cut-rate drug type 
displays; more refined 
more often.”’—Altoona, Pa. 
Manufacturers’ interior display helps came 


types are used 


in for similar reactions. These were some 
of the complaints registered: 
“Mostly these consist of posters of ad- 
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vertising done in national magazines — no 
displays for interior actually, but reproduc- 
tions.’—Salina, Kans. 

“Most interior displays give a circus-like 
appearance to the department, being too 
colorful, too blatant— and not blending in 
with the general tone of the department.” 
—Lincoln, Neb. 

“Designed too often for counter use. 
not harmonize or correspond with 
display items and props.’—Detroit. 

“All manutacturers’ and 
are completely different in theme, 
lettering, design. If a retailer used all dis- 
plays and signs offered by manufacturers, 
store would look like a display company’s 
sales room.”—Buffalo. 


Do 
other 


displays 
style, 


signs 


“Usually too garish or too junky.” 
Youngstown, Ohio. 

“Too much emphasis on brand name 
rather than features of merchandise.”’— 


Washington, D. C. 

“Name too big —in many cases the colors 
conflict with fixtures.”’—Fort Wayne. 

And the suggestions made for manutac- 
turers’ interior display helps were these: 

“Display helps should be unobtrusive re- 
whose purpose is to. sell 
and to blend with available 
store’s fixture decor.’—Youngstown, Ohio. 

“In many cases more neutral colors 
could be used for backgrounds that would 
blend in with scheme.”’—Scran- 
ton, Pa. 

“That firm name be played down in dis- 
plays —that display be functional —that it 
not be a space-eater.”—Lincoln, Neb. 

“Submit display ideas to at least medium 
size and large stores. Restrict display ma- 
terial to small Cincinnati. 

“Suggested layouts for functional fixtures 
to help in manufacturer's pro- 


store 


minder, prime 


merchandise 


store color 


stores.” 


displaying 


duct. Piece goods and yardage manufac- 
turers haven’t had a new selling fixture 
idea in many, many years—tell ‘em!’’— 
Santa Monica, Calif. 


“Closer study of needs of representative 
department and specialty 
type of display or card which would conform 
to established department set-ups.” St. 
Louis. 


stores to create 


Young Heads Display 
For New Store 

W. V. Young has been appointed display 
manager for the new Casper, Wyo., depart- 
store of Gordon Stores Company. 
Opened on November 9, the store has four 
stories and basement. 


ment 


Maletich Uses Giraffes 
For Tall Girls Theme 

The newly remodeled Tall Girls Shop on 
the third floor of Gimbel’s, New York City, 
has a curving background treatment show- 
the necks of two giraffes protruding 
high above the merchandise display section. 
Luke Maletich, display director, did the 
colorful figures. 


ing 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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. a 
You are cordially, invited. .93 


xy 


Rooms 601-2-3, Hotel New Yorker 


N.A.D.I. Market Week, Dec. 5-10, 1948 


t81 PRYOR STREET, S. W. 





ATLANTA, GEORGIA 








ee, 


16 


Jobbers: 


For Stockroom Use. 





sive. 
high, 4” wide. 


vider. 

ance. 
half sizes. 
diameter. 








wide. 


sizes .. 


Each 





Headquarters for Rack Size Dividers 


Large discounts make these items very attractive for you. 
for samples, catalogues and discounts. 


The white pressed cardboard 
divider has been proved successful for many years. 
An excellent divider for stockrooms. 
All sizes from 1 to 50. Actual size 12°’ 
NN ios as. Beat Aeacte ee 4aes 
Round lumarith (non-inflammable celluloid) size di- 
Cannot fall off the rack. Beautiful in appear- 
All sizes carried in stock from 1 to 54, also 
Actual size of divider 23," 
Fits any rack. Each....... 


The New "SEE SIZE" 


Our latest plastic size divider with 
interchangeable sizes. Can’t fall off 
the rack. Made of heavy moulded 
plastic with a window in which the 
proper size is inserted. Can show 
one size on one side, another size 
on the other. 
In white or black plastic. 
Sizes from 1 to 60, including half 
. Also A-Z for layaways. 
Complete with insert. | 

(Extra inserts 7'2c each) 35cH 
ales + 6 Wie alte aa eae | 


NATIONAL HANGER CO., Inc. 2. ¥.on3 4 


Write 


Very inexpen- 


10c 


10c 





7." long by 33%” 














USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EBUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 








JOBBERS 


We specialize in Children's Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West W St. New York 1, N. Y. 
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UNUSUAL! 


Amazing new Luminescent Paints for Afterglow or 
Blacklight use. Guaranteed quality. Complete line 
includes Blacklight units. Free consultation in all 
branches of luminous work; write fully on = any 
problem for helpful reply. 


SCIENTIFIC RESEARCH PRODUCTS 


1842-D Byron Street, Chicago 13, Ill. 














Considering Plastics --- for your signs? 
For better color and greater sign appe al use 
ALT? PLASTIC 
e@ Plastic letters and numerals e@ Plastic signs 
Stock, custom, or build your own 
No minimum quantity 


Write: SOLID-ART COMPANY 


719 Cider Alley Baltimore, Md. 








* % 


VIVID 


DQunales 
COLORS 


e Dramatic DEEP COLORS for back- 


grounds. 





e Non-streaking flat matte finish. 

@ One coat covers wallboards, show- 
card, plaster, wood, brick, concrete, 
etc. Dries in 40 minutes. 

¢ Re-coat repeatedly without sealers 
or undercoats. 

e Convenient paste. Mix with water. 

e Rinse brushes 
with water. 


wipe up spots . 


e Brush or spray application. 


FREE COLOR CARD ~ 
showing 17 deep colors, 
51 let-downs 


WESCO WATERPAINTS, INC., Dept. 
DW-11. Trenton, N. J., Matteson, Ill., Good 
Hope, La., Berkeley, Cal., Los Angeles, Cal., 
Seattle, Wash., Portland, Ore., Montreal, 
Que., Sydney, Australia. 











your new Vivid Decorators Colors. 


Address 
City, Zone State 


Type of Business 


Please rush us a color card showing | 


| Name 


in Conada, Wesco Vivid Colors ore available 
through the Wesco Montreal factory. 
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ractical Display Design 


By GEORGE A. PERCY* 
Baver & Black Division, Kendall Company 


HAVE two points to make clear: 

1. I am neither a display nor a design 

expert; 2. Because the display field is 
so broad, I shall confine my remarks to 
what is commonly known as dispenser or 
merchandising type of display. 

These may vary from a simple display 
packer in a self-contained unit to a very 
elaborate floor stand. Basically, this type 
of display is designed to hold selling quan- 
tities of merchandise and to stimulate pick- 
up sales. 

Every vear my several 
thousands of the dispenser type of display. 
These may range in cost from 25c to $100 
and in materials from plain cardboard to 
the finest mahogany. 

In the process of collaborating with our 
suppliers in the design and construction of 
these units, we have come to recognize cer- 
tain important fundamentals that must be 


company uses 


observed. 

Many of you may already be familiar 
with these. If not, the following informa- 
tion may help you. 

The objective of a merchandising display 
is to induce the customer to buy from it— 
at the point-of-sale—immediately. 

Its function is to hold selling quantities 
of merchandise in as attractive and acces- 
sible a manner as possible; it should make 
it easy for the customer to buy. 

1. Thus the first principle of display 
design is to plan your display in terms 
of customer reaction. Forget your own 
aesthetic reactions. Try to determine what 
you want the customer to do—and_ what 
he is likely to do when he sees your display. 

Your display should say to the customer: 
“Here is some fine merchandise that you 
need. Buy some now.” 

It is a fact that some displays do a grand 
job of exhibiting merchandise but actually 
discourage pick-up sales. 

For example, there was the case of the 
Bauer & Black sales executive visiting a 
chain store. On a center table was a dis- 
play of mineral oil—a gleaming pyramid 
on glass shelves, spotlighted and lovely. The 
store manager said: “Beautiful thing, isnt 
it? So damned beautiful I’m afraid to 
touch it myself.” 

There is a classic example we use occa- 
sionally in retailer educational meetings. 
We make up two displays of absorbent 
cotton which comes in easily stacked rec- 
tangular packages. 

Display A consists merely of stacked rows 
of packages — orderly and neat but looking 
as if it had been shopped from. 

Display B is an attractive, symmetrical, 
carefully balanced pyramid. 

\t this point we ask for a volunteer from 
the audience to help us build a third display. 
We request the volunteer to hand us some 
packages from one of the completed dis- 


plays. Invariably he will take packages 


*Address at the 39th annual meeting of the 
Association of National Advertisers 


from Display A. Display B is “too beau- 
tiful to touch”. 

A merchandising display should invite 
purchase. It should make that purchase 
easy. 

Remember —the display is incidental to 
the merchandise. 

2. Second point to consider is the probable 
environment of the display. Ask vourself 
these questions: 

A. Type of store display will be in— 
chain — independent — both? 

Most chains have fairly definite ideas on 
the specifications of merchandising displays 
they will use. It pays to find out what those 
are. 

As a rule, chain store fixtures are different. 
In the drug field, for instance, they tend to 
use step-up fixtures. A display that will 
fit on the ordinary drug counter would fall 
off one of those narrow steps. 

B. Ask yourself what your dealers want 
or prefer. If you don’t know — find out. 
We ourselves have tried various methods 
with reasonable success—such as mailed 
and illustrated questionnaires showing 
sketches or samples to key buyers. The 
important thing is find out before you buy 

not by counting the unused displays in 
your warehouse. 

C. What kind of lighting will these stores 
have? The answer may determine the color 
scheme of your display, or whether it needs 
independent lighting. 

D. Will your display be surrounded by a 
lot of others? Or will it be isolated? Must 
it scream for attention —or will a_ subtle 
“come hither” do the trick? 

3. A third factor to keep in mind is the 
physical characteristics of the store. Fix- 
tures, the store personnel and the store’s 
customers frequently should determine the 
physical characteristics of the display. 

For instance, in one class of trade which 
we sell, the average counter height is 36-38 
inches. We are planning to display a prod- 
uct bought mostly by women. The average 
height of a woman is about 5 feet 4 inches 

her eves are about 5 feet from the floor. 

The conclusion is that the maximum 
height of the display plus the counter 
should be slightly under 5 feet. This limits 
the height of the selling portion of the 
display to 22 inches. 

Incidentally, don't forget that Mr. Retailer 
and his sales people preter counter displays 
that they can see over without climbing a 
ladder. 

These same counters of which I am 
speaking average 21 inches front to back. 
This limits the depth of our display. We 
have found it generally true that a retailer 
will not object to the depth of a display 
providing it does not project over the 
counter. 

He does object strenuously to a display 
that is too wide. I can’t give you any 
suggested width dimensions as these depend 
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entirely upon your product—its volume, 
profit and turn-over. 

Here are some figures to remember, how- 
ever. It has been pretty well determined 
that the most effective selling space is 
between 30 to 60 inches from the floor. 
Keep that in mind if you are designing a 
floor stand. Use the area below the 30-inch 
level for stock or slow moving items. Keep 
the push items in the selling area. 

Incidentally, if your display is to be made 
from hard materialsk—wood—metal—glass, 
make sure there are no sharp edges that 
will cut or scratch. If it's a counter dis- 
play, be sure the base is smooth or padded 
to eliminate scratching of counter surfaces. 

If you are displaying a group of products, 
put the ones you wish to feature on the 
customer's right. Why? Most people are 
right handed and instinctively shop first 
from the right side of a display. 

If it is practical for your particular mer- 
chandise, be sure it is clearly and_ visibly 
priced. Clearly priced merchandise always 
sells faster. 

If your display is to have bins make sure 
there is plenty of finger space between the 
top of the merchandise and the top ot the 
bin. If there isn’t —you may catch a pro- 
spect - -and lose a customer. 

4. Finally, here are a few miscellaneous 
points to consider. 

Can your display be easily converted to 
someone else’s product? <A retailer is re- 
luctant to do this if your product or com- 
pany name is a prominent and permanent 
part of the display. 

Is your display easily cleaned or is it a 
dirt catcher? Put dust holes in the back 
of merchandise bins. 

How will your display look when it is 
partially empty? Be sure that no raw edges 
ry unfinished surfaces will appear as_ the 
merchandise disappears. Don't count on 
Mr. Retailer to be meticulous about keeping 
it full. Frequently he is too busy—or too 
lazv—or not interested. 

In conclusion—just remember to be prac- 
tical—be sure you have all the pertinent 
facts—then plan your display in terms of 


1 


the customer’s reactions. 


Former Chicagoan 
Now In Denver 

Casimir Filonovich, formerly assistant to 
lisplay director Fred Rude, at Baskin’s, 
Chicago, is now operating a_ free-lance 
lisplay service in Denver. The building 
rogram of Dupler’s Art Furriers is claim- 
ng most of his attention at present. 


Joske's, Houston, 
Names Display Head 

Charlotte Tetje has been named display 
lirector of Joske’s, Houston, concurrently 
vith the formal opening of the new store. 
She was formerly with Gimbel’s interior 
lisplay department. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Distinctive, ee and octitnen SIGNS produced easily on 


SHOWCARD MACHINE 


Proved "The Best" by some of the most exacting Firms in the country. 


SHOWCARD MACHINE COMPANY 
196 MERCHANDISE MART CHICAGO 54, ILL. 








CURRICULUM 


Cloth, Crepe Paper and Painted Backgrounds. Background Design. Mannequin Draping. Interior 
Display. Lighting. Show Card Writing. Fashions. Department Store Display. Small Wares. 
Women’s Ready-to-Wear. Women’s Specialties. Men’s Furnishings. Men’s Clothing. 


- FACULTY % 


MARC BIELER, School Consultant ARTHUR GLICK, Display Instructor 

Display Manager, Bonwit Teller Formerly of Display Dept, Beck Shoe Stores K 
WM McBLAINE, Display Instructor CHAS. NUGENT, Display Instructor 

Display Manager, Browning King Display Depts., Blum Store and Strawbridge & Clothier 


ELWOOD SULOFF, BFA, Art Instructor, formerly Penn State College 
disptey cavcarien” NATIONAL DISPLAY INSTITUTE 
H ST. PHILA . School of Window Display 


Write for Descriptive Booklet PA. Phone: RI 6- 

























SCROLL-TEX 


(Reg. T. M. applied for U. S. Pat. Off.) 
The ultimate for scroll signs, window cards, art sketches, paper sculp- 
ture, show-case trimming, etc. 
SHEETS—SIZE 26” x 40" $18.00 PER 100 
(Assorted as desired) 
Peach Cocoa Wild Rose _ India 


20 Turquoise Moss Green Silver Gray Marine Blue 
Nu-Yellow Terra Cotta Powder Blue Lemon 
COLORS Blue-Gray Claret Old Gold Fame 
White Samar Teal Blue Black 


W. 0. Furkochk Tue. 


123 E. BALTIMORE AVENUE LANSDOWNE, PENNA. 
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CRESCENT 
Quabi 
BOARDS 











IMPRINTED LINING 
FOR POSITIVE 
IDENTIFICATION 


a product of 


Cuicaco CarpBoaro Co, 
670 W. WASHINGTON BLVD.CHICAGO 
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Display Uses Visualized 
For Theatre Dimmer 

The Superior Electric Company of Bris- 
tol, Conn., new, six-circuit 
“packaged” theatre dimmer as an addition 
to its line of “Powerstat” dimmers. The 
item will be of interest to displaymen in 
connection with fashion shows and similar 
promotions. Portability is one of its main 
features. It is equipped with sturdily-re- 
inforced leather carrying handles and can 
be moved easily from one location to an- 


announces a 


other. Overall dimensions are 187% inches 
wide, 14% inches high and 9% inches deep. 

J. S. Louden, Superior Electric’s 
manager, states that “the unit was designed 
to fill the need for a compact, easy-to-use 
multiple dimmer for operation in_— small 
theatres and in stores which want an effi- 
cient dimmer system to create the ‘profes- 


sales 


sional’ atmosphere in their productions.” 
The unit consists of six 850-watt output 
auto-transformer type dimmers mounted in 
a wrinkle finished case. The assembly 
operates from a three wire, single phase 
230/115 volt, 50/60 cycle source. Each of 
the circuits has an output range of from 0 
to 850 watts. A protects 
each circuit. Individual “on-off” switches, 
indicating lights and output 
make the unit flexible for a wide range of 
lighting applications. Easy-to-read 
numerals are imprinted on_ bright 


separate fuse 
receptacles, 


stage 


black 


| chrome drums, facilitating quick and accur- 


| Crescent's Yule. Displays : 


ate brightening and dimming of stage 
lighting effects from total blackout to full- 
on. The six dimmers are non-interlocking. 


Involve Chandeliers 

The Crescent, Spokane, is using 227 spe- 
cial chandeliers for its elaborate Christmas 
interior this season. Keynote of the setting 
is built around these units suspended from 
each of the store’s lighting fixtures. Some 
10,500 feet of aluminum rod was used in 
constructing the spot-welded chandeliers and 
they are decorated with more than 12,500 
brightly colored plastic ornaments, each 
attached by hand. 

The sizes of the chandeliers vary accord- 
ing to the size of the light fixtures on 
which they are used. The largest is on the 
first floor near the Main street entrance and 
is 1l feet in diameter. 

Store windows have been framed in gilded 
manzanita tree branches and the theme of 
the windows is based on “The Knight Be 
fore Christmas”. Principal characters are 
full-size knights in armor, each figure with 
his arms loaded with Christmas presents. 

Del LeSage is display director for the 
company. 


Car Cards Brought 
To Point-Of-Sale 

Recently White Rock began promoting its 
new line of eight flavors with large car 
cards. To carry the car card sales influence 
direct to the point of-sale, White Rock now 
has brought the cards to dealers’ windows 
in a novel “window billboard” designed and 
lithographed by Einson-Freeman Company, 
Long Island City, N. Y. Looking like a 
snow-covered billboard fronted by two 
evergreen trees, the display panel 
constructed that a quick change of car cards 
is easily made. 


1s So 
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Extra Money for YOU 
“THE ART OF DISPLAY” 


by Samuel B. Faier 


ONLY ° 1 00 


Covers every important 
phase of window and in- 
terior displays — design, 
color, lighting, mannekins, 
papier mache, etc. Fascinating, easy to understand. 


Other Commercial Art Books at $1.00 each 
Use of Photography in Layout 
Use of Heads in Commercial Art 
Modern Lettering Simplified 
Fundamentals of Layout in Advertising 
How to Draw the Horse for Commercial Art 
Art and Use of the Poster 
Art of Lettering for Reproduction 
Photo Retouching for Commercial Use 
Working in Leather Clay Modelling 
Dress Designing Fashion Illustration 
Working in Plastics Creative Design 


Write for Complete List 
See Your Art Dealer or Book Shop or Order Directly frem 


HOUSE OF LITTLE BOOKS 


80-C East 11th Street, New York 3, N. Y. 











AT OUR SHO-ROOMS 


SPRING 
MARKET WEEK 


December 5-10 
VISIT 


“The House of Naturals” 


Manufacturers — Importers 
— Creators 


ARTS an FLOWERS 


DISPLAYS ING. 


43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 
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"FASHION AISLE" 


[Continued from page 121] 


Sumner & Putnam felt that a large number 
of small rooms would be more useful to 
them than a few large rooms. L. G. Sher- 
burne Associates gave considerable thought 
to displays which, because they would be in 
close contact with the customers, were made 
very natural looking. For the most part, 
free-standing, fully dressed mannequins 
were used, dramatically lighted, and placed 
at strategic points between the individual 
shops. 

Economy of installation and operation of 
the department was a basic requirement, as 
Barnard’s felt that in the city of Worcester 
they should not make too heavy an _ in- 
vestment on fixtures and should keep the 
operation simple. In this way it would be 
economical to operate now, and they would 
be protecting themselves for a possible time 
ot less sales volume. 

The cases, built against stud and “Mason- 
ite” walls, consist of dividers which sup- 
port hanging rods at each end. Above these 
is a simple canopy built out from the walls; 
lights, placed high in order to protect colors 
from fading, shine through slots in the 
canopy. Where cases are used for the sale 
of sweaters, blouses, uniforms, etc., they have 
inserts between the dividers, which can 
easily be moved to change the cases into 
ordinary hanging cases. Thus the whole 
floor becomes extremely flexible, and can 
be reallocated for definite usage without 
very great cost by changing case inserts. 

The designers used downlights in sufficient 
quantity to give about 25 footcandles of 
general illumination. The downlights keep 
light off the ceiling, which is dark in color 

a deep plum purple—and put the accent of 
light on the articles being sold. Over the 
“Barnard Fashion Aisle’ a_ trellis was 
2 feet from the ceiling, which 
was used as a support for a series of spot- 
lights which highlight the merchandise 
along the sides of the aisle. 

L. G. Sherburne Associates used color to 
its best advantage, picking up the tone of 
each small department and expressing the 
mood through color. Gay colors for the 
sportswear and teen-age shops and more 
subdued colors for the adult sections are 
examples. The floor was completely car- 
peted in light gray uniform tone, except for 
the “Fashion Aisle,” which was covered 
with a blending gray rubber tile marbelized 
with flecks of pink and white. The canopy 
iver this main aisle was kept white, and as 
this is illuminated only by reflection from 
the floor, it has the effect of a guide con- 
trolling traffic through the center of the 


Hoor. 


dropped about 











We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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It’s universal—multi-purpose. 
Guaranteed unbreakable. 
Easy to Insert. 

No rights or lefts. 

Flexible. Springy. 


Shoes can be suspended in 
window. 


$1 5.00 per dozen pair. 


Orders for 6 pair 
or less sent C.O.D.., 


See your local jobber or order direct. 


THE “INVISIBLE” SHOE FORM! Write for catalog, ‘“Modern Design 


on Display”, illustrating individual 


FITS ANY SHOE! FITS EITHER SHOE! Plostic display fixtures. No obliga- 


tion, of course. 


One Form for all sizes and styles . . . casuals, high heels, slings, ankle straps, 


etc. Looks like human foot, yet does not hide trade mark on insole! * Trade mark registered. 


ROGER KENT COMPANY . 2... Phestics 


211 N. Seventh St. St Louis | Mo.. 















Century’s new Dramalite © 


is designed to direct traffic 
to your merchandise 


Cat. #941—Base Type: 8 ft. cord and plug 8.50 
(ceiling and pendant types also available) 


The following functional accessories are available at 
extra cost: 

Eggcrate louvre 3.00 

Glass filters (excepting pink) .85 

Pink glass filters 1.50 

55° colored Spread Lenses 1.50 


Write for comprehensive descriptive folder 


Contig egdkling a 


419 W. 55th St., New York 19 * 626 .N. Robertson Blvd., Los Angeles 46 


JOBBERS 


WE MANUFACTURE ALL KINDS OF 


PAPIER MACHE FORMS 


Ladies’ and Men's Coat, Suit, Sweater and Shirt Forms, Blouse, Lingerie, 
Bras, Etc. Metal stands supplied at most reasonable prices. 

















For particulars, write 


ACTION FORM CoO. 


265 WEST 17TH STREET NEW YORK II, N. Y. 
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Auimation 


SIMPLY 
INEXPENSIVELY 


DISPLAYMEN — Here is a precision built, multi 


p turntable Modern in design, simple in 
yperation, dependable and sturdy Over twenty 
ssible combinations and dwells per unit. Gives 
idded_ selling power and zip to your exhibit 


1. Three Different Sizes — Powered to handle 10, 


, and 40-pound balanced loads 


2. Up to 12 Stops Per Cycle—Can be easily ad 
usted to as many as 12 stops per revolution 

3. Two Different Periods of Dwell Time—FEasily 
ittained by removing one of two standard 
unlatching pins 

4. Adjustable in a Matter of Seconds—Pins can 


ve removed with ordinary pliers 


5. AC Induction Motor — All standard models 


equipped with 110-volt, 60-cycle motors 
6. Heavy Duty Construction — Heavy cast iron 
frame, precision assembly, quiet operation, 
ymmplete with cord and plug 


Other Attachments Available To Synchronize 
with Light, Motion, Projection, and Sound 





GALE DOROTHEA 


Mechanisms and Electrical Devices for Displaymen 


37-61 85th ST., JACKSON HEIGHTS, L. 1. 


NEW YORK NEwton 9-8585 











Don’t Miss Rooms 


644-645 


during 


SPRING 
MARKET WEEK 


Hotel New Yorker 
December 5-10 


Inspect our complete showing of an 
entirely new line of display decora- 


tions and novelties for Spring. 


BONAFIDE 


DISPLAY & DECORATIVE CO. 
BENJ. WOLBURG 
61 W. 37th St., New York City 18 
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J. J. Cronin, L. Bamberger & Co., Newark; 


L. KE. Weisgerber, Lord & Taylor, and 
Edward Munn, Franklin Simon & Co., New 
York City, were the judges in a display 
contest held among merchants of Water- 
bury, Conn. 

C. W. Homberg resigned as display man- 
ager for H. Bachrach Sons Company, De- 
catur, and joined Kautman’s, of the same 
city, in a similar position. 

The fourth annual Crystal Ball of the 
Buffalo Displaymen’s Association, held at 
the Hotel Statler, was well attended. An 
added attraction was a draping demonstra- 
KE. P. Browder, George 
Bellanca did the 


tion on live models. 
S. Robinson and P. J. 
draping. 

W. J. Randolph became display manager 
for the J. S. Wolff Clothing Company, St. 
Louis. He had been with O’Brien-Jobst 
Company, Peoria, Il. 

lirst prize in the larger city classification 
of the Corticelli Silk Company’s display 
contest was won by Joe Chadwick, Famous 
& Barr Company, St. Louis. <A similar 
award was made to E. P. Lavin, Yowell 
Drew Company, Orlando, Fla., for first place 
in the smaller communities division. 

R. H. Macy & Co., New York City, used 
a Christmas window of fairy-tale scenes 
which stopped huge crowds daily. It was 
done by Tony Sarg, cartoonist and marion- 
ette specialist, and the reputed cost was 
“in excess of $20,000” 

The Display Arts Club of Fargo, N. D., 
was organized with a charter membership 
of 18. Roland Robbins, The Black Com- 
pany, was named president. Other officers 
were FF. A. Krupp, secretary, and Alson 
Brubaker, treasurer. 

\rthur Roehl became display manager for 
the Purcell Dry Goods Company, Streator, 
I}linois 

H. M. Fisk, tormerly in charge of display 
for Feist & Bachrach Company, Tacoma, 
joined Frederick & Nelson Company, 
Seattle, as assistant to Frank Maxwell. 
The Tacoma position was filled by A. Bacon, 
formerly of the Stone-Fisher Company, of 
the same City. 
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George A. Barr resigned his position with 
Oppenheim Collins, Buffalo, to become head 
of the display department of Genung’s, 
operating seven department stores in New 
York and Connecticut. 

George H. Wagner, J. L. Brandeis & Co., 
Omaha, won the first prize of $200 in the 
back-to-school display contest sponsored by 
Arthur Beir & Co., New York City. Second 
place and $100 went to Richard A. Staines, 
Vandever Dry Goods Company, Tulsa, and 
Ray Larson, T. S. Martin Company, Sioux 
City, won third and $50. 

H. L. Baer resigned as display manager 
for Bedell’s, Detroit, in order to open his 
own store in San Francisco. 

Frederick L. Havener resigned his post as 
display manager for Woodhouse, Ltd., New 
York City, after three vears with the firm. 
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Donald A. Ferguson, S. L. Bied & Sons. 
Detroit, gave a talk on the origin, progress 
and purpose of display over station WWJ 
For the benefit of the studio audience, 
Frederick Anderson, J. L. Hudson Com- 
pany, gave a demonstration of how a dis- 
play takes form. 

The display firm of Stevenson & Twyman, 
Chicago, was reported sold with E. J. “Jim” 
Berg supposed to become vice-president in 
charge of sales. 

C. R. Crawley, George B. Peck Company, 
Kansas City, won first prize of $100 in the 
annual Silk Parade display contest. Irving 
Eldredge, R. H. Macy & Co., New York 
City, won second, and Harvey Pettit, J. W 
Robinson Company, Los Angeles, placed 
third. 

Russell Kehrt resigned trom the display 
staff of Mabley & Carew, Cincinnati, to 
head display for Jenny's, of the same cit) 


English Mannequin Designer 
Visits America 

Phyllis Richards, mannequin designer and 
sculptor, is visiting America on a_ three 
month tour of the United States and 
Canada. The purpose of her trip is to 
study production methods by mannequin 
manufacturers, to investigate store require 
ments in the way of figures, and to organiz 
a market on this continent for her manne 
quins. She is making her headquarters at 
Bonniebrae Lodge, Bonniebrae Point, Osh 
awa, Ontario. 


Crawford Heads Display 
For Boise Store 


Formerly with Montgomery Ward & Co 
and more recently with Spiegel’s, Chicago, 
H. C. Crawford has been named. display 
manager for C. C. Anderson Stores, Boise, 


Idaho. 


South African Displayman 
To Visit States 


\. Klopfer, display manager for Greater- 
mans Stores, Ltd., of Johannesburg, South 
\frica, will leave for the United States in 
December to make an extensive study of 
display and advertising here. His first stop 
will be New York City, where he can be 
reached in care of Greatermans Buying & 
Shipping Corporation, 286 Fifth avenue. He 
plans to attend Display Market Month in 
Los Angeles during January. 


Mary Merrill Joins 
R. H. Macy 


Formerly display manager for 
Goodman's, and more recently with Harriet 
Hubbard Ayer as designer and packaging 
stylist, Mary Merrill is now with the in- 
terior display department of R. H. Macy & 
Co., New York City, as one of the assistants 


sergdort 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Preddy Again Installs 

"Rice" Windows 

For the third consecutive year J. Phil 
reddy, of the Krauss Company, New Or- 
leans, returned to Crawley, La., to install 
special displays at Heymann’s and Brandt's 
Furniture Store in connection with the 
local Rice Festival. The former window 
this year featured paintings on a mammoth 
scale of eight different varieties of rice, 
together with data concerning them. 


Dp 
I 


The Brandt window was built around a 
4 by 6-foot portrait, done in colored rice, 
f C. J. Freeland, Sr., to whom this year's 
festival was dedicated; he is well known in 
that locality as a miller, farmer, and 
banker. This display was awarded first 
prize for the current event, and the Hey- 
mann window placed third. Preddy has won 
first prize for the Brandt store five times 
out of the six years the contest has been 
held and has won one first, a second and 
two third prizes for his displays at Hey- 
mann ’s. 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AND MARCH 3, 1933 


of DISPLAY WORLD, published monthly at Cin 


cinnati, Ohio, for October 1, 1948. 
State of Ohio, County of Hamilton. 


Before me, a notary public in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre 
tary and business manager of DISPLAY WORLD 
and that the following is, to the best of his knowl 
edge and belief, a true statement of the ownership 
management, etc., of the aforesaid publication for 
the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 537, Postal 
Laws and Regulations. 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; 
editor, R. C. Kash, 1209 Sycamore St., Cincinnati, 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 


2. That the owners of The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio, are: 
H. C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Raymar Blvd., Cincin- 
nati, Ohio; Stella Silverblatt, 515 Forest Avenue, 
Cincinnati, Ohio. 


3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state) 
’ — are no bondholders, mortgagees, or security 
1olders. 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders, if any. contain not only the list of stock 
holders and security holders as they appear upon the 
books of the company, but also, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 
whom such trustee is acting, is given; also that 
the said two paragraphs contain such statements 
embracing affiant’s full knowledge and belief as te 
the circumstances and conditions under which 
stockholders and security holders who do not ap 
pear upon the books of the company as trustees 
hold stock and securities in a capacity other than 
hat of a bona fide owner; and this affiant has no 
reason to believe that any other person, associa 
tion or corporation has any interest, direct or in 
iirect, in the said stock, bonds, or other securities 
than as so stated by him. 


NATHAN SILVERBLATT, Bus. Mgr. 
Sworn to and subscribed before me this 7th day 
t October, 1948 
DAVID R. SWORMSTEDT, 
Notary Public, Hamilton County, Ohio 
(My commission expires April 13, 1951.) 
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You are cordially, invited... 





eS a» 
piece de resistance 
decor in black and white 


presented by beau monde 


Rooms 601-2-3, Hotel New Yorker 
N.A.D.I. Market Week, Dec. 5-10, 1948 


KENOK DISPLAY FIX. CO. 





| 541 MARKET STREET SAN FRANCISCO 5, CALIFORNIA 








Sowing Display Men from Coast lo Coast 





810 PENN AVENUE, PITTSBURGH 22, PA. 

















= balan ARTIFICIAL FLOWERS 
Opportunity Exchange ay all — pang one 
For any WANT AD purpose: sarge stocks on hand for 
POSITION WANTED POSITION VACANT IMMEDIATE DELIVERY 
USED DISPLAY EQUIPMENT FOR SALE MILTON S. AHRENS, NG. 
REPRESENTATIVES WANTED mporters — Mfgs. — Export 
$3.00 Per Column Inch — CASH WITH ORDER 56 W. “TH ST. NEW YORK “18, 
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Clear Plastic 


BLOUSE AND SWEATER 


Form Stand 






o. 190/191 


$12.00 


Complete 
with stand 


Swivels to 


any position 


Matches today’s merchandise 
and helps modernize the whole store 


THE FIXTURE MART, INC. 


314 W. Jackson Blvd. 
Branch Showroom: 
9-122 Merchandise Mart 
Chicago, Illinois 


@ Mannequins’ e Display Fixtures 
@ Showcases 














Everything 


IN 


DISPLAY 
EQUIPMENT 


Backed by a life-time ex- 
perience in display, you can 
be sure to get the newest in 
display equipment from the 
best manufacturers at Dis- 
playland. 


SEE DAVE 


When you come to New York 
— he's always ready and 
willing to confer with you 
on your display problems. 


STAR eee 


DISPLAYLAND 


DAVE WEINBERG 
117 West 31st St., New York City | 
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through the always anxiously 
DISPLAY WORLD (September 
vers indeed to find 
matters of Johannesburg so well 
represented. I hope this is a sure sign that 
we here in South Africa are getting ahead 
and are on the right way. 

To see our own work featured in DIS- 
PLAY WORLD naturally makes us ambi- 
tious to do still better work, and a lot of 
credit given you for helping 
through the medium of your publication to 
stimulate display in South Africa. 


Looking 
awaited 
issue), I was pleased 


display 


should be 


I am pleased to have started the ball 
rolling when some time ago I sent you 
photographs of my work, which you so 


kindly published. 
With much appreciation for putting South 
African display on the map, I am—H. Edel, 


The Belfast, Johannesburg, South Africa. 


I want to compliment you people on the 
high and consistently improv- 
of your magazine. How about 
little technical stuff — on 
mechanics, materials, ete., if for 
than to remind the field 
needs more technicians than 
Our profession should be de- 
veloping its own people rather than = run- 
ning to other fields for talent.—Jerome 
Svare, Merchants Display Service, Chicago. 


consistently 
ing quality 
printing a 
methods, 
no other 
that display 
executives ? 


more 


reason 





For the past few months we have been 
running advertisements in DISPLAY 
WORLD. Therein is mentioned a brochure, 
free for the asking, which we 
sent to a many 
country. The response has been most grati- 
fying.—J. V. Galindo, The House of Cedrela, 
Davis, Calif. 


have already 


great stores across the 


On going through your September issue 
of DISPLAY WORLD, I noted with much 
interest my articles “Display conditions in 
South Africa” and “Christmas in Johannes- 
burg’. I would lke to mention that I am 
proud to have contributed to such a 
trends and 
countries, which | 
am sure has aroused a considerable amount 
of interest in many A. Klopfter, 


very 


well-chosen subject as display 


conditions in various 


countries. 





Greatermans Stores, Ltd., Johannesburg, 
South Africa. 
Last vear I received your magazine as 


one of my Christmas boxes, a very 
I had just re- 
turned to display work after four years in 
the army and have found the aid I received 
through DISPLAY WORLD'S pages very 
valuable. I do not wish my subscription to 
lapse and as soon as I can find out if the 
gift is to be repeated this year or not | 
will get in touch with you 

\s you have no doubt heard (all display- 
men 


accep- 


table one you can be sure. 


are beefing about it) we in Canada are 
lighting re- 
that 


suffering from very stringent 


strictions. Can you suggest any way 
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Here’s a 


Staple Puller 
— FOR DISPLAY MEN! 


Speed up your display work — 
staples and thumb 
tacks in a jiffy with this 
handy tool. Pull staples and 
tacks without marring sur- 
All steel with hard- 
ened point, nickel plated. 












remove 


face. 
Repeat 

orders from 
leading de- 
partmeni 


Nothing to break or get 
out of order. 


Satin Nickel 


65c 


stores and 


other display 


users attest to Polished 
the worth of this 75c 

staple puller. Quantity 
Shipping rooms Discounts 
save time, too, in 

opening § cartons. 

Send for a trial sam- \ 

ple today—satisfac- \\ 


tion guaranteed or 
your money back. 





aN 
Exclusive Manufacturer 
American Machine Works, Inc 


1320 Clark Street 
Available through our distributors or write direct 


Racine, Wisconsin 








Papier Mache 


MEN’S TORSO FORMS 


. j ORDER BY 
No. 518 


vig 


IMMEDIATE 
DELIVERY 





REPRODUCED IN DURABLE 
COLOR FAST LACQUERS. 


Order from Your Jobber or Write 








OW King Cole Displays 


INC. 


FACTORY: LOUISVILLE, OHIO 


CANTON, OHIO 
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this can be partly overcome? I have been 
ising a great deal of foils and flitters to 
ighlight my displays, but I am_ hoping 
there is something new on the market that 
vill serve the purpose more efficiently. Is 


iminous paint practical? So far I have 
not been able to find any satisfactory in- 
formation in the Canadian market. — A. 


Merrill Kinsey, Brantford, Ontario. 


In getting together a feature story on the 
development of the store window manne- 
quin, I have been unable to locate any old- 
time figures or photographs of same around 
Baltimore. 

I had hoped to illustrate the story with 
authentic pictures of the wax mannequin of 
about 1920, the headless figures which 
followed, the flapper variety, and the mod- 
ernistic metal figure. 

It occurred to me that you may have some 
material along this line in your files. We 
would prefer glossy prints, of course. If 
these are not available, perhaps you have 
material or would suggest where we might 
find material from which one of our artists 
could make sketches.—Audrey Bishop, The 
Sun, Baltimore. 


Beverage Displays Use 
Pretty Girl Theme 


The pretty girl theme for beverage dis- 
plays has been tried and tested over the 
years and apparently shows no signs of 
losing its interest for advertisers and pur- 
chasers alike. 

\ new crop of fall and winter point-of- 
sale displays for various bottlers bears this 
out For G. Krueger Brewing Company, 
Newark, for example, beer and ale are pro- 
moted by a beautiful girl cheek to cheek 


with an English bulldog for contrast. The 


ong Island City, the company which did 
e eight-color display and those mentioned 
below, reports that the color photographer, 
George Greb, had considerable difficulty in 
bringing the two together —the reluctance 
} 


uublicity man for Einson-Freeman & Co. 


| 
t 
l 
t } 
} 


cing shown on the part of the girl. 

‘Little Miss Red Riding Hood” dons 
rreen in another Krueger display, die-cut in 
lite size and showing the model caressed by 


1 


falling autumn leaves as she carries home a 
k containing bottles of beer and ale. 


Hoffman Beverage Company, also of New- 
k, uses beauty in a smart table setting 
play, but instead of feminine beauty it 
that of silver, crystal, a crocheted lace 
th, and a chrysanthemum floral decora- 

The eight color, three dimension 

° - . . 22 1 y a . ¢ 

ter piece measures 33 by 27 inches and 


tures club soda and ginger ale. 











Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 
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RIGHER, DEEPER COLORS 


FROM THE 


NEW Best 
‘PLASTIC COLOR WHEEL 


Five automatic color changes per minute add 

color harmony and interest to displays and 

exhibits for theatres, churches, schools, show 
| windows or ballrooms. 


Sturdy and compact, with full Universal action 
bracket, the BEST Model 155—13” Color Wheel 
uses GE Par-30 and R-40 lamps on 110 V. 60 
cycle current. At your dealers or write— 


List price with 
gelatin wheel 


$17.75 


List price with 
New Plastic 
wheel. 


$19.75 


List price with Plastic Wheel com- 
plete with lamp, including excise tax. $20.91 





















Men’s, Women’s and Children’s Forms made 
of Papier Mache and NATEX molded 
rubber. Write for catalog. Jobber’s inquiries 
invited. 


NATIONAL ART STUDIO 


306-308 South Market Street Chicago 6, IIl. 

























LOW COST 
POWER TOOLS 


For cutting, shaping, drilling, 








finishing 

@® woop @ METAL 

@ FIBRE @ PLASTICS 
WRITE FOR 


FREE! ucw'catatoc 
BOICE-CRANE COMPANY 











a 
SPINDLE SANDERS i: 






896 Central Ave. - Toledo 6, Ohio 
<2 
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USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 














REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


2902 W. 76th St. Los Angeles 43, Calif. 
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CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. 


THE KOESTER SCHOOL 
300 W. Adams St., Chicago 








W ANTED—Experienced Com- 
bination Display and Salesman 
for a progressive and modern 
Men’s and Boys’ Clothing and 
Furnishing store featuring Na- 
tionally advertised merchan- 
dise. Apply, giving experience, 
references, age, salary ex- 
pected. Top salary, splendid 
working conditions with a 
gentile organization for the 
right man. 

DROEGE & BLANKSCHEIN 


822 Lincolnway 
La Porte, Indiana 








POSITION WANTED 


Display Manager wishes to make a 
change 15 years’ experience in 
large department stores, 5 years on 
sth Avenue, New York City. 


Address BOX NNJ 
Care of DISPLAY WORLD 


TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE 


announces. the 


graduation of another class in January, 1949. Well qualified 


men and women, trained in ALL aspects of display, will be 


available for employment. (Graduates are qualified to accept 


positions as trimmers of footwear, men’s wear, children’s 


wear, women’s specialty shops, drug and any other merchan- 


dise windows. 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“Nation’s Center for Display Education” 


1624 Arch Street 


Philadelphia 3, Pa. 


SALESMEN WANTED 
Manufacturers of high class 
line papier mache mannequins 
seeking commission salesmen 
in following territories : 
1—Carolina, Georgia, Tenn., 

Florida, Ala., Miss. 
2—Louisiana, Texas, New 

Mexico. 
3—Pacific Coast states, includ- 

ing Nevada and Arizona. 
Apply in writing, giving age, 
experience and lines carried. 

ALLCOCK 
MANUFACTURING CO. 
Ossining, N. Y. 














POSITION WANTED 
By Mannequin Refinisher 
and Wig Maker 


Address Box 9CT 
Care of DISPLAY WORLD 








WANTED 


COMBINATION DISPLAY 
and ADVERTISING MAN 


for one of the largest and most 
progressive better grade spe- 
cialty stores in Raleigh, N. C., 
handling women’s and_ girls’ 
ready - to - wear, accessories, 
shoes and millinery. In reply 
ing to this advertisement state 
age, past experience, and if 
employed, 


Address Box EBH 


Care of DISPLAY WORLD 


Desires Position Change in South 
Thoroughly experienced in men’s 
and women’s wear, excellent card 
writer and general department store 
experience 38 «6years of age, 15 
years’ experience 


DISPLAY MANAGER 


Address BOX GSC 
Care of DISPLAY WORLD 








SALESMEN WANTED 


Top flight men calling on better 
stores to handle an _ outstanding 
line of display units. Territories 
open. 


Address BOX JKL 
Care of DISPLAY WORLD 

















CAREER BUILDERS 


A Placement Agency specializing 
in trained Personnel for the Dis 
play field 


FRANKLYN C. WISKOW, Lic. 
35 West 53rd St., New York 19, N.Y. 
Plaza 7-6385 








“SONGS OF 
CHRISTMAS” 


Five shadow box pictures 4 ft. 

by 6 ft, screened on heavy 

wall board in 12 to l6 colors. 
$75 PPD 

to vour. store For titles and 

pictures, write 


AL ROBERTSON 


1800 CLASSEN 
OKLA. CITY, OKLA. 





WANTED 


SALES MANAGER 
PRODUCTION MANAGER 


Mannequin Manutacturing concern, desiring to expand, 


will employ capable man_ to 


Also need man who can lay 


build sales organization. 


paper and make molds to 


take care of production department. Right party may 


become partner in firm. 


Firm organized January, 1948. 


ready tor market. 


Line now designed and 


Write SHERMAN KAMENS 
Life Mannequin Co. 


9400 Wilson Rd. 


Kansas City, Mo. 


FOR SALE 
Exhibit and Display 
Manufacturing 
Business 


Location 35 miles from New 
York City, in industrial South- 
ern Connecticut. Pleasant lo- 
cation in residential commun- 
ity of 7,000 with excellent 
transportation facilities. 
Gross about $1,200 per month. 
A-1 equipment, low overhead. 
Price of $5,000 includes: 

Work in progress 

Inventory 

Trade Name 

Active accounts 

Good reason for selling. 


J. E. Sharp Exh’bits 


New Canaan, Conn. 
Tel.: 9-1223 




















WANTED—Salesmen for exclusive 


line of realistic plastic icicles, ice 
canes. Samples and photographs to 

quiries with references. Send full 
letails in first letter 


Address BOX HDC 
Care of DISPLAY WORLD 











DISPLAY SALES REPRESENTATIVES 


Display manufacturer selling coast-to-coast desires men and 


women with forcetul, pleasing 


personality to handle easy 


selling line for one of the country’s leading manufacturers and 


distributors of display fixtures, 
LUCRATIVE TERRITORIES, 
WITH SUBSTANTIAL 
TRIFLERS. 

\ir mail immediately, giving 
Interviews will be in Baltimore, 


DRAWING 


units, foliage and materials. 
LIBERAL COMMISSIONS 
ACCOUNT. NO 


your complete background. 


Md. 


Address BOX TPN 
Care of DISPLAY WORLD 


SALESMAN 


to sell a progressive line of 
displays for a fast growing 
organization. Must be. ex- 
perienced and have a follow- 
ing. Drawing account and 


commission. Write 
Walters Display, Inc. 


1649 Third Ave. 
New York, N. Y. 














SALESMAN WANTED 


Opportunity tor young man with 
following interested in permanent 
connection with expanding New 
York display house. 


Address BOX ABC 














Care of DISPLAY WORLD 








—_ 
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FOR SALE 


4 Bliss Spring 
Architectural Units 


\pprox. 8 ft. high by 6 ft. 
wide. Look like church or 
college entrances. Each unit 
has tountain with motor—real 
running water—no_ plumbing 
necessary—self-contained. Use 
for Easter or Back to School. 
Cost new this year $225 each. 
Sacrifice $300 for the four 
complete units. Contact Dis- 
play Director. 


SHEAR’S 


Department Store 
EVANSVILLE 9, IND. 





DISPLAY JOBBERS WANTED 


FOR SEASONAL DECORATIVES, DESIGNED 
EXCLUSIVELY FOR JOBBERS 


Spring Line Ready December 1st 


A complete line of Mache Sculpture, Papier 
Mache, Hand Finished Cardboard Construction. 


A new low in price! 


perfect line for jobber distribution. 


A new high in style! The 


Write today 


for a complete set of 8 x 10 photos free. 


ASSOCIATED DISPLAYS 


Leaders in new display techniques! 


54 Graham Ave. 


Brooklyn 6, N. Y. 


EV 7-6108 


ATTENTION 
SALESMEN 


We are interested in several 
salesmen with imagination, 
good appearance, and person- 
ality, who know the country’s 
leading display managers and 


can speak their language — to 
sell an outstanding line of 
display items — photos only. 


May be carried as a side-line. 


Address Box GRP 


Care of DISPLAY WORLD 








SALESMEN WANTED 


For all territories for outstanding 
line of Junior Mannequins. Com- 
mission Basis. 


LIFE MANNEQUIN CO. 
9400 Wilson Rd., Kansas City, Mo. 








SALESMAN WANTED 


Display house wants person with 
following. Write giving present 
connections. Information — strictly 
confidential. j 


_ Address BOX MNO 
Care of DISPLAY WORLD 








FOR SALE 


ONE-HALF INTEREST IN 
TOP FLIGHT 
Mannikin Business 
8,000 Square Feet. 


Downtown Los Angeles 


Address Box VRDF 


Care of DISPLAY WORLD 


Representatives for 
revolutionary ... new 
... fast-moving 


SALES PROMOTION 
DISPLAY LINES 


Suitable all types of 
products. 
High commission basis. 


NATIONAL 
MOULDED 
PRODUCTS CORP. 


594 PACIFIC STREET 
BROOKLYN 17, N. Y. 
ST 3-0640 


WANTED 


Second Hand Sign Writing 
Machine 


JOHN A. McCREADY 
Box 842 Rockport, Texas 














LEARN 
MANNEQUIN REPAIR 
Take Advantage of this 

Unusual Offer Now! 
All material has been com- 
piled to give you helpful and 
profitable information. This 
simple and direct method can 
be easily learned by anyone. 
For complete detailed instruc- 
tions send $10 m/o or check. 


Connecticut Manikin 


Repair Co. 
555 Old Post Road 
Fairfield, Conn. 


Midwestern Territory 
available for man to carry 
our exclusive line of Man- 
nequins, Forms and Mil- 
linery Heads. 


Address Box 6225 


Care of DISPLAY WORLD 











SALESMEN WANTED 


To sell Display Novelties in Bos 
ton and New England territory. 
Chance to make some real money 
for the right man. 


Address BOX GHI 
Care of DISPLAY WORLD 








FOR SALE: 
Large quantity Gregory solenoid 
motors, pendulum type, suitable for 
motion or animated displays. Sell 
ill or part reasonable. 

S. HIRSHFIELD 


162-06 7ist Ave. Flushing, N. Y. 
Phone Olympia 8-1039 








Combination 
ADVERTISING AND 
DISPLAY MAN 
lor fine men’s, women’s and 
children’s — Specialty Store. 
Must be able to plan windows 
and prepare attractive sales- 
getting advertising layouts and 
copy. In reply give age, edu- 
cation, past experience and 
salary expected. Also samples 

ot work, if available. 
\ddress General Manager 


OWENS, Inc. 


Rockford, III. 








SALES REPRESENTATIVE 


Here’s an unusual sideline that’s an excellent money maker! 
We have just perfected a brand new series of interchangeable 


FLUORESCENT LUCITE 


under all lighting conditions. 


LETTERS that glow brilliantly 


Ideal for all store windows and 


interiors and there’s absolutely no competition. Every retailer, 


department store and chain is a prospect. Excellent commission. 
Send $3.00 deposit for complete sample kit and details that’s 


worth $18.00. Refund guaranteed if you are not well impressed. 


HALSEN MFG. CO. 


227 S. 5TH STREET 


PHILADELPHIA, PA. 





FOR SALE 


8 Large Christmas Post Pieces 
and 8 Ledge Or Case Top 
Pieces To Match 
Mache deer head with white 
tree branch antlers decorated 
with colored glass balls. Each 
with gift box base. Used one 
season. Cost $550. Will sell 
for $150. Sketch on request. 


NEWMAN’S 
Enid, Okla. 


C. E. Batchelor, Display Mgr. 











Home Study—Lessons In Window 
Display—Newly revised and en 
larged. A practical, low-priced 
course covering all phases of the 
subject. Over 500 pages with 1000 
detail drawings to show you “how.” 
Of value to the experienced trim 
mer of beginner. Write for circulars. 


W.H. Bates, Box D, Ellsworth, III. 








Sales Representative Wanted — 
Openings now available for live 
ires to handle complete line of 











exceptional display units correctly 
tyled and favorably priced. Com 
nission Send complete references, 
experience and territory preference. 
_ Address BOX DEF 
Care of DISPLAY WORLD 


| 
| 
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} 
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SALESMAN-—to sell complete line 
of display material and fixtures. 
Some territories open Excellent 
earnings possible. Drawing account 
and liberal commission. 


Address BOX MW7 
Care of DISPLAY WORLD 








Salesmen Wanted for 
New York and Outlying Areas 
Manufacturers of high-quality 
papier mache Miss, Junior and 
Teen mannequins, with = or 
without fabric covering; also 
Children in papier mache and 
composition, seek = salesmen 
with selling experience in dis- 
play field. Excellent commis- 
sion, 
Marlou Mannequins 
ime. 
508 Broome Street 
New York 13, N. Y. 








Prize-Winning 
DISPLAY DIRECTOR 
Available January 1st 

Top-rnaking department store 
display director with impres- 
sive record of national display 
contest prizes won. Only lead- 
ing, better type stores con- 
sidered. Prefer mid-west or 
California. Minimum salary 
$6,500 and bonus. New York 
interview December 5-10, New 
Yorker hotel or will furnish 
photos and references. 
Address BOX 3334 
Care of DISPLAY WORLD 
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SEE 


VALENTINE DISPLAYERS 


. .. our new collection of smart, eye-appealing, 


functional units . . . designed to sell mer 


dise .. . all sensibly priced “manufacturer-to-you” .. 


ORDER NOW 





RGE HEART DISPLAYER . . . top 


e moire red vinylette skirt ‘ 
size 18° x 18" 1 9" each $8.95 
UM HEART DISPLAYER . top 

vinylette edged in white fringe 

x3 set of 6 $16.95 
‘ALL HEART DISPLAYER . . . same 
size, 7 x J" 3" set of 6 $14.50 
ANDING CUPID . . . hand-painted 
11" high set of 3 $9.95 
NIATURE SEATED CUPID . . . hand- 
figure, 5" high setof& $10.95 

UM THREE HEART TIERED STAND 

added in red vinylette edged with 
white turning 8" and 12" glass 
.. Size 29" x 18" x 18" 
$14.95 


UR NEW SPRING LINE 


ncludes figurine 


iti rey 
~~ % — 


No. 1093. FRINGED HEART LOVE SEAT. . 
padded seat of white moire red skirt and heart 
backs... white fringe ... size 22" x 19 x 13"... 
Each $14.95 
No. 1094. VALENTINE STAGE white base and 
frame .. . drapes of red vinylette with white fringe 
and wire work gold arrows . . . white marqui- 
sette backdrop ... 35° 137" x 12" each $24.50 
No. 1073. HANGING HEART red heart with 
9" glass shelf... bracket and ruffle in white . . . size 
18° 2 18" 2% 9" set of 2 $12.95 
No. 1074. STANDING HEART red heart edged 
with white ruffle 9° glass shelf base and 
scroll in white and gold size 18" x 18" x 9" 

set of 2 $12.95 
No. 1075. HEART BOX... red heart shaped box 
and lid white ruffle .. . padded white moire in- 
terior ... 10" x 4" glass shelf white rayon rope 





size 22" x 18" x 16"... each $12.95 
No. 1076. HEART VANITY . . . wood vanity with 
padded white moire top . . . skirt of marquisette 
with red vinylette flounce ... gold arrows .. . open 
red heart, white ruffle, glass shelf . . . size 33" x 22" 
x 12"... each $16.95 
No. 1077. HEART CHAIR . . . wood chair in white 
padded back and seat in red vinylette . . . white 
ruffle... size 22" 1 10" x 10"... each $9.95 
No. 1078. HEART LOCK AND KEY padded in 
red vinylette . key and base in white and gold 
. white ruffle 8" glass shelf ... size 18" x 14" 
sit set of 2 $14.50 
No. 1080. HEART MAIL BOX covered with 
white facil ends padded with red vinylette 
white ruffles base and post in white and gold 
14" glass shelf size 37" x 14" x 14". 


Each $16.95 
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Hot or cold 


Style-Center Mannequins have that soft, fresh appearance and the flowing 
lines for smart display of fashions in any season. Sun-seeker or fur-bound presentations are taken in 
their stride. MI147W (sun-devotee)... $150.00, M1132W (blizzard-bundler) .. . $142.50. For complete 
information on the new series of forty-eight mannequins by Darling, see your Darling Displays Distrib- 
utor today. Or visit our Displayrooms: New York, 47 W. 34th Street; Chicago, 222 W. Adams Street; 


Los Angeles Office, 3114 W. 75th Street. (Telephone TWinoaks 8234), L. A. Darling Co., Bronson, Mich. 


DISPLAYS| 


DISTRI +. Your one dependable source for 
SL U . . : , 
q every thing in display equipment, 





